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Despite scandal, sales are way up, but... 


2« buys 1,000 exposures in Outdoor, 
the Persistent Primary Medium! 


While other major media talk about exposure costs in 
terms of a dollar, a dollar and a half, even two dollars a 
thousand, Outdoor lets you show your message to 1,000 
people for only 22¢. 


With Outdoor you show your message to people in a 
uniquely effective way. Big, to make it impressive. Simple 
to make it memorable. Colorful to give a real-life product 
identity. Close to the point-of-sale to make it pay off, fast. 


Most important, Outdoor giv es you the essential quality 
of persistence. Studies show that your message in Outdoor 
is exposed repetitively 21 times a month to an average 
of 94% of all the car owning households in a market. 

OAT — national sales representative of the Outdoor 
advertising medium—will put research, planning, crea- 
tive, and merchandising services at your disposal to help 
Outdoor go to work persistently for you. 


[e-'] OU PDOOR ixcorrorar: 
INCORPORATED 


With offices in: 


Atlanta, Chicago, Dallas, Detroit, Los Angeles, New 


York, Philadelphia, St. Louis, San Francisco, Seattle. 


the slipsheet 


an informal ‘‘t.y.i.’’ before you read the issue 


For issue of August 19, 1960 


One of the purposes of Slipsheet is to help you see Sales Management magazine 
through the sales executive's eyes. 


But you don't have to be a top notch chief executive of sales to have a keen 
interest in our cover story, "Is Chrysler Really on the Road Back?" Nor is 
it necessary to have V-P, Sales on your office door to crack open "Medical 
Check-ups to Fit Executive Schedules," page 39. And aren't you, yourself, 

a little curious about the revival of discount houses...the new breed 
operating almost like private key clubs? Then turn to page 6 and look into 
"Closed-Door Discounters...” 


The sales executive's span of professional interest is long and broad and 
deep..-has to be. And each issue of Sales Management magazine has to mesh 
with his interests and responsibilities. 


So, in this issue we tackle « keyboard of material, ranging from Maidenform's 
introduction of swimsuits ("...how do you describe how a woman should look in 
a swimsuit without using immemorial gestures?") to product introduction at 


Jefferson Electric, manufacturers of speciality transformers and electric 
clocks. 


Beginning on page 76 you'll get an industry-by-industry look at the advertis- 
ing increases needed now to capitalize fully on current sales potential... 

in the next 60 days...in the next 12 months. If you were sitting in the 

sales executive's chair, this forecast could play a major role in your strategic 


planning, advertising and promotion spending, merchandising and manpower logis- 
tics. 


With the July 15 issue, Sales Management completed a series of 10 articles 
headed, "The 10 Biggest Mistakes Executives Make." Reprint demand was 

so immediate and enthusiastic that we reprinted the entire series in booklet 
form, at $2.00 per booklet. More than 1,000 copies have been sold to 
subscribers in the past two weeks. That's reader-action. 


The Publishers 
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“the slipsheet"’ is included only in compli 


The 
only 


reference 


used 


more often. 


c 


isa 
dictionary! Y- 


And the Hardware Retailer CataLoG SERVICE has hardware business . 
Webster whipped all hollow when it comes to giving And here's another bonus: 

hardware men ‘“‘the word.” 23,000 top independent New “Directory of Manufacturers” listing. In volume 
hardware stores and 600 wholesalers swear by these No. 1 of the Hardware Retailer CATALOG SERVICE all 
permanently bound volumes of manufacturers’ cata- manufacturers who use the service are listed by 


log sheets. So do the manufacturers. And why categories of merchandise. 
wouldn't they 


. at the lowest cost possible. 


When vou consider this listing in combination with 
The retailer gets complete up-to-date information on 


the merchandise he sells, carefully indexed for in- 
stant, easy use 


the alphabetical index of catalogs by volume, you 
understand why ‘‘the only reference used more often 
is the dictionary!” 
The manufacturer gets his product facts in the hands Send for this valuable 
of the people who do the lion’s share of the retail today. 


a eeeeeeeeeeeeeeeeeeeeeeeeeeeee¢ 
r Hardwere Retailer, CATALOG SERVICE 
964 No Pennsyivania Avenue 
Indianapolis 4, Indiana 


SERVICE 


CATALOG SERVICE Fact File 


Gentiemen: Please send me copies 
of your Catalog Service Fact File, SAP 
Name 

Title 

Firm 

Address 


City { ), State 
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A man who knows where he’s going, can 
really go places wi ith businesspapers. This 
is the sales pro’s advertising medium. You've 
got it made, and you know it—when hard- 
headed businessmen sit up and take notice 
of your company and its products . . . in 
businesspapers. 


Advertising 

in businesspapers 
means business 

as any advertising man 

who knows his business 

will tell you—because 


men who read 
businesspapers 
mean business 


atvadieing works best in a businesspaper 
its readers are sold on —an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St. NY. 17 
201 N. Wells St., Chicago 6, Ill. © 333 Wyatt Bidg., Wash. 5 
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Distribution 


How to Crack a Territory 


Forecasts 


Capital Spending to Force More Advertising 


General Management 


Can‘t We Make Stockholders Care? 
Is Chrysler Really on the Road Back? 


Leadership 
Falstaff Puts Yeast in Its Sales Growth 


Manpower 


Advice for Young Salesmen 


Marketing Strategy 
‘| Dreamed | Went Swimming 
(Maidenform) 


Rayco Takes a Whirl at ‘Searsmanship’ 


Personal 


Now, Medical Check-ups to Fit Executive 
Schedules 


Product Planning 


Who Should Guide Product Development? 
(Jefferson Electric) 


Retailing 
Closed-Door Discounters Are on the Move 


Sales Strategy 
Now, the Railroads Want You! 


For Your Gift Lists: 


. business, employee and personal .. . 


Be sure to consult the 1960 Business Gift Issue, “When a Cor- 
poration Says ‘Merry Christmas.’ ” Off the press September 10—in 
your hands a few days later. 


All manner of attractive gifts are pictured and described in 
this year’s big issue. Suitable for both business and personal gift 
lists, they cover a wide range, should give you ideas for every- 
one. And we are sure any selections from the issue will be given 
prompt and carefu! attention. 


Sales Management 


when it’s a case 
of having the 


Executive Offices: 630 Third Ave., New York 17, N. Y. LUkon 6-4800 


office at your 


fingertips... 
HIGHLIGHTS 


CHRYSLER—HARD DRIVE FOR PROFITS 


Past mistakes, plus recent big-name publicity of the 
sort that it could do without, don't seem to be re- 
flected in the car maker's current sales outlook. Are 
the cards stacked right this time? Page 35 


IN RE: A RAILROAD EDITORIAL 


Is it true what they say about the railroads’ lost sales 
appeal? Not at all—they clamor—look at all we're do- 
ing to get in step with passengers, to win the coveted 
business of salesmen and sales managers. Page 69 


TO SALESMEN—PRIVATE AND PERSONAL 


There's more to selling than a few professional ethics 
and a nice fat commission check: For every manager's 
salesman, there's a personal side that has to mesh with 
the professional side. Page 87 


NEW LOOK IN AUTO ACCESSORY FIELD 


After a history of selling only through franchised 
dealers, Rayco is changing the face of the industry 
with its own stores—three new ones a month, under 
firm guidance of its marketing specialists. The plan: 
to triple sales of the rapidly expanding Rayco lines 


by ‘65. Page 81 


Long trips or short, you have 
your important office papers at 
ORR Raa ame Jon Seger, costy Geeethed 
in the 6-pocket folio. Its rein- 
forced front opens out flat or 
folds back as a writing desk. 
‘*Desk-Folio"’’ cases are of 
TUFIDE (exclusively Stebco) .. . 
DEPARTMENTS AND SERVICES looks like leather, feels like 
leather, outwears leather 5 to 1 
(guaranteed 5 full years.) 


Advertisers’ Index Letters Another reason why so many 


Advertising Weathervane 76 Marketing Newsletter Mra firms specify Stebco 
See “Desk-Folio’’ at your favorite store 

Executive Shifts 100 Scratch Pad or write 

From the Editor's Side Pocket 7 Significant Trends sa 


They’re in the News Over 41 years of superior quality 


Dynamarketer 58 Marketing on the Move 


Human Side 12 
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YOU 


are cordially invited 
to see the 


"World of Premiums” 


in all its importance 
and completeness 
at the 


22nd 


NEW YORK 
PREMIUM 
SHOW 


Sept. 12 thru 15 


At The 


HOTEL ASTOR 
New York City 


Sponsored by the 


Premium Advertising Ass'n of America 


FOR YOUR COMPLIMENTARY 
ADMITTANCE BADGE 
WRITE TO 


ARTHUR TARSHIS ASSOCIATES 
Show Management 
12 West 72nd Street, 
New York 23, N. Y. 
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% 
Interview: ZO rrodsaTh (<p aele_ 


Director of Broadcast Media for Cohen & Aleshire Advertising Agency, New York, 
explains why she selects WLW Radio and TV Stations for 4-WAY Cold Tablets. 


“The 6 Crosley Stations 
provide extensive coverage 
in important markets 


thru 9 states.” , 


sf 


“This tremendous 
audience reach makes WLW Radio 
and WLW TV Stations one of the best 
buys on the media map!” 


“Yes, for coverage—- 
it’s hard to beat the 
642 million home area of 


FAST-ACTING WLW Radio and TV land.” 
COLD TABLETS 


Call your WLW Stations’ Representative . . . you'll be glad you did! The dynamic WLW stations. . 


WLW-A WLW-! WLW-D WLw-c WLW-T 


Television Television Television Television Television 


Atlanta indianapolis Dayton Columbus Cincinnati 


Crosley Broadcasting Corporation, a division of Aveo 
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Follow the LEADER 
in Philadelphia 


and its suburbs 


In the city of Philadelphia and in the suburbs 
of Philadelphia—there’s just one leader. 


It’s The Evening Bulletin. 
In circulation 
The 1959 A.B.C. Audit Report shows that The 


Evening Bulletin leads by 145,637 in 14-county Greater 
Philadelphia. 


In readership 


The 1960 National Analysts survey shows that The 
Evening Bulletin leads by 351,000 adults in homes with 
telephones in Greater Philadelphia. And there are more 
Evening Bulletin adult readers in homes with telephones 
in the suburbs than in the city of Philadelphia. 


The National Analysts study shows 690,000 Evening 
Bulletin readers in the city and 710,000 in the suburbs. 
Combined, the total is 1,400,000 Evening Bulletin adult 
readers in homes with telephones in Greater Philadelphia. 


Here’s how The Evening Bulletin leads in adult 
readership in homes with telephones: 
EVENING BULLETIN LEAD OVER MORNING INQUIRER 
205,000 or 42°. MORE in the city 
146,000 or 26% MORE in the suburbs 
351,000 or 33% MORE in Greater Philadelphia 


Follow the leader in Philadelphia and its suburbs 


The Evening Bulletin. 


In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 


A MEMBER OF 


Advertising Offices: New York © Chico © Detroit ¢ Son Francisco © Los 
“] go 
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Angeles 


...in Philadelphia and in Suburban lp epperncmge 


MILLION MARKET NEWSPAPERS, INC 


Suburban 13 counties beyond the 1 the 14 cour 
Philadelphia Greater Philadelphia ABC. City and Pmt 


3 Zone 


-& V4: NOTES FROM THE EDITOR'S SIDE POCKET 
RL LTS ANE A A TS ATES IST: 


if Under 55 You're Too Young! 


In this era of the young man, it’s refreshing for oldsters to read 
display ads in such publications as The Wall Street Journal, The New 
York Times and ‘the Detroit Free Press for “3 Retired Executives age 
55 to 65” wanted by Ironrite, Inc., Mt. Clemens, Mich., as full-time 
employees, at a salary of $10,000-plus. Ironrite wants to expand sales 
of its machines to operators of coin-operated laundries, a minimum 
installation running to $1,400, and the men wanted must know how 
to talk to the heads of small businesses 

The man who inserted the ad is Marc Van Buskirk, vice president 
marketing, and a mere 40 years old. The ad specifies men with “top 
marketing and business experience who want to use the acumen 
that you have acquired if vou have strong public speaking ability 
ind presence if you want to get back in harness and have the 
health and vigor to do it if vou enjov the fun and excitement of 
i business challenge.” 

Many former chairmen, presidents and vice presidents have ap 
plied, plus a sprinkling of generals and admirals. The last line of the 
ad reads: “If you're under 55, you're too young.” Reason: Van Buskirk 
wants three men who “have no fear of other men, who have lost the 
passion of vouth, who have a basic understanding of what life is all 
about.” 

rhe idea appe ils to me bec ause I see so manv men who have been 
forcibly retired while stil] healthy and vigorous. Too many then go 
to pieces because they miss the challenges of business life and have 


no major interests or hobbies 


Incentive for Regular Buying 


Reader's Digest, which pioneered with a single rate for black-and 
white or 2-color advertising, and elimination of bleed charges, now 
comes out with a rate structure offering incentives for frequency and 
for volume that equal or exceed those existing in television or radio 

First radio, then television, made it difficult not to buv, through 
generous discounts for contracts for 13 or more weeks and for bulk 
business. Businesspapers always have had similar incentives, but it 
took newspapers and consumer magazines a long time to come 
around to such dollars-and-cents encouragement of consistency. Even 
now most publishers limit their discounts to a small fraction of those 
offered by the broadcasting industry. Some have argued, “If we did 
this we would have to raise our basic rates in order to come out with 
the same net after taking off the discount.” 

But even if there was anv substance to that reasoning, mavbe 
idvertisers are like our wives. They'll come back from Lord & Tayvy- 
lor’s or Marshall Field’s with a dress marked down from $79.95 to 
$59.95 and call it a big bargain. We husbands look at it with skepti 
cism and suggest that it never was worth anything like $79.95—but 
where do we get with such an argument? Did you ever win? 


INDUSTRIAL 
EQUIPMENT 
NEWS 
Circulation 


Dept. 


Here’s why IEN helps 
you reach the really 
important buyers in 


all industries 


Only Industrial Equipment News 
has daily access to Thomas’ Reg- 
ister’s listing questionnaires: the 
most detailed, up-to-date market 
picture of industry, its products and 
its men on the move. 

From this list, we select the most 
worth-while companies and the most 
important buying influences within 
them 

As a result, IEN'’s circulation par- 
allels the growth of the entire econ- 
omy. No sudden spurts or lags. No 
uneven distribution. 


You get circulation built on cor- 
porate purchasing power, with indi- 
viduals broken down by both title 
and function and 100% verified. 

When you advertise in IEN, you're 
reaching and being read by the best: 
more than 40,000 plants, in all types 
of industries — nearly 80,000 ex- 
ecutives. Details? Send for our new, 
comprehensive Media Data File. 


fe is ee) good for selling 


... because it’s 


Advertisers like a bargain, too, and it seems like good business to 
make it easier for them to buy more, or pay a premium for buying 
less. Furthermore, most publications have a break-even point at so | 
many pages of advertising per issue, and all pages over that minimum i used for 


carry a high profit ratio. So we think the Reader's Digest plan is buying! 
smart selling 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 
. » » 461 Eighth Ave., N.Y. 1, N.Y, 
Affiliated with Thomas’ Register 


Front to Back or Back to Front? 


Recently a research organization called Readex, out in St. Paul, 
has been asking cross-sections of the Sales Management audience to 
tell them which pages in a certain issue they had “read with interest.” 
If you have been one of the respondents, I want to thank you for your 
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WE LIKE TEACHER... 


Usually a note from teacher means trouble. Not 
in this case. We got a letter from D. A. Van Valken- 
burg, Asst. Professor of Business Administration at 
Taylor University . . . and he was complimentary! 
This is what he said: 


“I wanted to let you know why WJR has always 
been about the only station I have listened to 
regularly, and the reasons I appreciate it. 


1. GOOD news coverage. I like your regular 15- 
minute programs. Most other stations cover only 
the ‘headlines’... 


“2. GOOD music. We need more and more of your 
fine musical programs. Having a ‘fine arts director’ 


WwW 


760 KC 


RADIO WITH ADULT APPEAL 


August 19, 1960 


Sales Management 


. TEACHER LIKES US 


is excellent. I enjoy not only your ‘classical’ music, 
which few stations ever use, but also your ‘sane and 
sensible’ popular music .. . 


“3. GOOD sports coverage. Having always been a 
Tiger fan ... l appreciate a ‘power station for night 
baseball.’ I appreciate your carrying the Lions 
football games, too. 


“4. GOOD programming. I consider WJR to be a 
‘reputable, class, progressive’ radio station ‘ 


What more can we say? If you'd like to talk to a 
receptive, heads-up adult audience in the money belt 
of the Great Lakes, ask your Henry I. Christal rep 


for the facts on WJR. 
, | 


jong DETROIT 


50,000 WATTS 


Liatenera appreciate our complete range program- 
something for everyone—every day 


ming... 


cooperation. We note, with great pleasure, that it doesn’t seem to g 61 SCHEDULE OF 
make much difference where an article is placed. A good article seems 
to get a high rating whether it’s in the front of the book or in the back 

What puzzles us is how you folks dig us. We wouldn't kid our- 
selves by assuming that many of you are really cover-to-cover readers 
of every page. I'm sure the average reader is a “sampler.” What I'd 
like to know (and I'll appreciate hearing from you) is whether you 
start from the back (as so many professional advertising men do) and 
work forward, stopping to read what seems up your alley, or whether 
you start in the front and thumb your way through toward the back 


A Killing for Some Retailer 


Some retailer is going to make a killing if he finds the way to com- 
bine low prices with respectful and intelligent service from the man 
behind the counter. I'm one of those guys who prefer to shop in 
pleasant and congenial surroundings, with respectful and intelligent 
service—and yet I was brought up in a household where money was 
not in exactly unlimited supply, and was conditioned to feel that I'm 
a sucker if I pay a list price of $100 for something I know I can buy 
for $75 a few blocks away But (I'm talking about New York 
when I go to a discount house I work up a sweat trying to find a 
clerk who will take my order; and then—God forbid—if I want to get 
some information about the product, I am treated as though I were 
a moron or a panhandler. So I say—why can't some retailer find a * 
way of providing both low prices and good service? . Perhaps Sol JULY 7 


Polk in Chicago has found the answer. So friends tell me SMALLER HOSPITALS 


ISSUES 
Are You a Thinking Man? 


I'm not going to recommend a new filter or blend. Leave that to AUGUST 1 ta 
Viceroy. But if you enjoy balanced discussions on subjects of real GUID ISSUE “ek 
consequence both to your business and your personal life, ask the 
Fund of the Republic, 133 East 54th St., New York 22, N. Y., to put 
vou on their mailing list for the studies made by their “Center for the 
Study of Democratic Institutions.” ieee Seer 
Currently they have a series of pamphlets on the role of mass ik ee 


media that I wholeheartedly recommend for reading, although I don’t OCTOBER 1 : 
say that you will agree with everything. I didn’t. There are five PORT 


booklets in the series to date, and you can get single copies of one Se My 
or all free upon request. The titles are: 


lo Pay or Not to Pay, a report on subscription TV 
Broadcasting and Government in a Free Society 
The Relation of the Writer to Television 


laste and the Censor in Television | Please send me the following so 


| of HOSPITALS’ Special Issues came 
Who Owns the Air? | Sheet for 1961. y 


Planning and Construction Issue 


Labor Uses Management's Tools 


Currently the International Ladies Garment Workers Union is 
running a newspaper campaign in several cities—almost full-page 
space—to influence consumers on the benefits of an ILGWU label in 
their garments. The Union is selfish in trying to build a stronger 
“franchise” for union label merchandise, but it is an interesting sign 
of enlightened selfishness because the plan, if successful, will help the 


manufacturers as much as the union members. . . . Another striking 


] Administrative Reviews Issue 
} Smaller Hospitals Issue 
Guide Issue 
(_} Convention Program Issue 


} Convention Report Issue 


Nome 
Compony 


Principal Product 
use of what heretofore has been a management tool was the purchase 


‘ Street 
by Jim Carey, for his electrical workers’ union, of a closed-circuit 


City 


Hospital 


HOSPITAL ASSOCIATION 
840 North Lake Shore Drive, Chicago 11! 


TV hook-up in nine cities to further his approach in the contract 
negotiations between IUE and the General Electric Co 
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TPB ATES Crepe Om Rahat arr 


Cultivate the customers that count... A good salesman spends his time 
servicing his present customers and cultivating his prime prospects. 
He concentrates his attention on the accounts where the 


possibilities ave most promising. 


Advertising should concentrate, too. On the men in the companies 


which have the greatest sales potential. And on the men in management 


with positive purchasing influence. 
That's where Fortune concentrates. And why advertising in 


FORTUNE gels resi! 


HUMAN SIDE 


“8 


‘| Dreamed | Went Swimming... . 


When Paul Snyder described th 
new line which he, as sales manager, 
will help introduce this fall for cruise 
and holiday wear, there were a few 
knowing smiles on the faces of the 
nearby diners: How do you describe 
how a woman should look in a swim 
suit without using those immemorial 
vestures? 

Snyder's voluble gestures and his 
rampant enthusiasm are probably 
justified: His company is Maidenforn 
Brassiere and it has decided to dive: 
sify. After 38 vears of making br 
it's number one among bra manufat 
turers—Maidenform is about to int 
duce a line of swimsuits. The decisi 
is such a natural that Maidenforn 
competition to-be i the swimsu 
business mere) ig! and accepts 
Fate. Snvder accepts Fate. too. He 
like so many others, had heard that 
Maidenform was toying with a swim 
suit line. He managed to work his 
W ilked out 
with the job of sales manager of the 
new division He had been a sales 
chief for maker of girdles 
ind bras, a compan\ that had its ow: 


way into headquarters 


a leading 


swimsuit division 

“Hell,” he savs, “I was the onl 
person in that roomful of people who 
knew the swimsuit business. Mv back 
ground was tailor-made for the spot 


Maidenform had to fill 


> Hes a walking compendium of 


facts and figures about this highh 
competitive field Maidenform is mov 


ing into. Women’s swimsuits have 


doubled in sales in the past decade 
This year sales will soar to well over 


$200 million 


logical reasons, savs Snvder, why this 


leisure and the ris« 


And there are perfec th 


Is sO increased 
longer vacations 


vacations, the 


in national income 
winter burgeoning 
travel business. And that post-wal 
yhenomenon, the backyard pool. The 
is there. And a 
voman will spend more money, pro 
portionately, on a swimsuit than she 
will on any other single article of 
clothing. Why? 

“Let's face it,” Snyder urges 
“American women have the best fig 
ures in the world. But it’s a rare 
woman whose figure is perfect. On a 
beach she can’t disguise her figure 
faults as easily 


| 
business, he knows 


as she can in street 
She'll pay anything within 
reason for a swimsuit that does.” 


clothes 
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Maidenform intends 

deal for her It hired a 

mer to create the new line 
to sell in the middle upper range 
iround $20 and to high 
class specialty and department stores 
There'll even be a Bikini-ts pe Maiden 
“Has to be : 


i little sadlv, we thought. “There ar 


iverage 


form suit savs Snyder 
ilways gals who want the daring 

But Snyder spluttered into his iced 
coffee when we asked him if the suit 
would feature “falsies.” The suits, he 
laboriously informed us, will featur 
Maidenform’s traditional mastery of 
the fine art of bra manship and the 
will, he gentl, explained ‘make an 
woman look better than natural.” But 
Maidenform would be aghast if 
people got the idea that its new suits 
were deceitful 

With the new line, fashion cam« 
first. The suits were designed to con 
form to the ultimate in styling and 
then Maidenform’s bra design staff 
went to work on incorporating the 
uplift into the suit 

Why did Maidenform take so long 
about making this logical move into 
the swimsuit business? One can only 
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pecniate But the « HTP Aan has, for 
entire history been guided b 
dynamic, tiny Ida Rosenthal and, un 
til his recent death, her husband 
W illi atti The company 
being in 1922 when Mrs. R., 
conducted a successful dress shop on 
swank 57th Street, observed that the 
garments fit better when worn with 
uplift bras. She began to fashion and 
make such bras 


came mito 


who h id 


Soon the bra was 
wagging the business. Mr. R. became 
the designer and the two opened thei 
first factory in Bayonne, N. J]. The 
business grew until, by 1950, it was 
tops in the bra field, with an annual 
volume of $14 million 

Today Mrs. Rosenthal is chairman 
of the board. Her son-in-law, Dr 
Joseph A. Coleman, is president, and 
her daughter, Rosenthal 
Coleman, is v-p in charge of design 
The trade credits the Colemans for 
the decision to stretch the Maiden 
form muscles in new directions 

In the works are a national ad 
campaign for the swimsuits, probably 
using the famous, “I dreamed I 
went ” campaign that has helped 
make the bras the success they are. ® 


Beatrice 


America’s modern way of doing business 


Stabilizing rocket — delivered by AIR EXPRESS — gets high-temperature environmental test at California laboratory 


Space rocket gets a lift from Air Express 


These men aren't on their way to Mars—yet. But the amazing rocket they’re perfecting brings that 
day closer and closer. Right now, they're putting its components through their paces at the North 
American-Rocketdyne field site in California. The little stabilizing rockets, about to be tested here, 
have already flown successfully—by AiR EXPRESS :.. the world’s fastest, most dependable way to 
ship. If speed, kid-glove handling and dependable delivery 
— a// at low cost —are vital to your business, always 


wa —_ 
ca// AiR EXPRESS. And make sure your products, parts and EXP 
new models are FIRST TO MARKET...FIRST TO SELL. AIR rn RESS 


2 CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY «+ GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 
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Lost: more than 54 million potential customers! That’s the cost, in the top 15 markets alone, to 
advertisers who bury their heads in the past. In today’s market your customers (and their pur- 
chasing power) are moving out. While city population has remained static or declined, the 
suburbs and “extra-urban” areas beyond have increased in population at a remarkable rate. 
(The suburbs of the top 15 markets are up 46% in just the last nine years!) 

How do you reach everyone? With spot television. No other medium gives you immediate 
impact on the entire market and market selectivity! No other medium reaches out beyond the 
“retail trading zone” with television's unique values of sight, sound and motion. 

Fact is, you may be missing plenty. Our brand-new “Telemarketing” study will give you 
an accurate picture of where your customers are today... plus the first authoritative forecast ( by 
Market Statistics, Inc.) of where they'll be in 1965. For a copy, call PLaza 1-2345 or write to 
485 Madison Avenue, New York 22, main office of CBS TELEVISION SP@©T SALES 


Representing WCBS.TV New York, WBBM.-TYV Chicago, KMOX.-TV St. Louis, WBTV Charlotte, KHOU-TV Houston, WJXT Jacksonville, WBTW Florence, 
WCAU.TV Philadelphia, WTOP-TV Washington. KNXT Los Angeles, KSL-TV Salt Lake City. KOIN-TV Portland, and the CBS Television Pacific Network 


“Does he 

know 

what he’s 
missing?” 


ne > a 


“Out of stock” is a sale lost, as any sales 
manager knows. The ability to give fast and 
dependable delivery to your dealers is what 
rings up extra sales. 

Air freight plays an indispensable role in 
modern marketing. Here’s how the Polaroid 
Corporation uses it: 

**We use Emery Air Freight in our day-to- 
day operations,” said Mr. Jud M. James, 
National Sales Manager, ‘‘to ship our 60- 
second Polaroid Land Cameras and new ‘3000’ 
speed film to dealers whose sales have out- 


Focusing 
on 
Sales 


stripped their expectations. Replacement mer- 
chandise is needed in a hurry. Emery enables 
us to keep up with increased demand. We use 
Emery because of its speed, coverage, and 
prompt teletype information service.” 

Businesses, large and small, can use Emery 
profitably in their sales and marketing pro- 
grams. To find out how Emery’s air freight 
marketing services can help you, call your 
local Emery representative today. Write for 
idea-packed booklet : ‘6 New Ways to Promote 
Your Products by Air Freight.”’ 


/EMERY A/R FREIGHT 


801 Second Avenue, New York 17. “EMERY —Worldwide Blue Ribbon Service” 
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Can't We Make Stockholders Care? 


How long could an executive of a company get 
away with using his competitor's product before 
his superiors chewed him out? Not long. General 
Motors executives don’t drive Fords. R. J. Reyn- 
olds executives don’t smoke Luckies. And many 
have been the sad cases when a client has been 
lost by a service organization that carelessly or 
thoughtlessly displayed the wrong product at the 
wrong time. 


Why? It’s only good business. In the first place, 
members of one team—be it a consumer goods or 
industrial team — shouldn't be helping another. 
Secondly, they should have the faith in their 
product to want to use it—and to show the world 
that they do. 


That goes for the hired hands. The owners get 
away with murder. Unfortunately, the owners 
(more commonly called stockholders) can't be 
made to use their company’s products. But they 
can—and should—be sold on the idea. 


That they are not sold on improving their own 
investment has been made obvious by a survey 
conducted by United Shareholders of America, a 
nonprofit investors’ organization. The survey was 
conducted among 2,000 holders of common stock. 


The appalling fact: fully 51% of those questioned 
were not able to name a single product or service 
of any company in which they owned stock. An- 
other 6% did name a product or service—incor- 
rectly. A grand total of 57% of stockholders who 
didn’t know what side their bread was buttered 
on. A grand total of 57% of stockholders who every 
day blithely ignored the products of companies 
they partly owned. 


Here are just a few of the incredibly ignorant in- 
correct answers that were given: “General Motors: 
gasoline,” . . . “Swift & Co.: trucks,” . . . “Sterling: 
silver,” . . . “Bell & Howell: aircraft.” i 


SIGNIFICANT TRENDS 


This ignorance becomes even more appalling 
when the size and quality of the stockholder mar- 
ket are considered. According to a study just re- 
leased by the New York Stock Exchange, one of 
every eight adult Americans owns stock in one or 
more companies. This amounts to a smashing 12.5 
million well-heeled adults, nearly twice as many 
as owned stock just eight years ago. Moreover, the 
Stock Exchange report shows an additional 12.8 
million persons on the “threshold” of buying 
stock, people who are actively considering invest- 
ing or who want to invest as soon as they have 
the money. So the stockholder market is a growing 
market. 


And, in spite of the dumb showing on the United 
Shareholders study, it’s a blue-ribbon market. Of 
the 2,000 investors questioned, 1,488—a whopping 
74%—were college-educated, and another 21% had 
high school ednceations. Obviously, this is a reason- 
ably intelligent group—especially compared to the 
general public, 7% of which is college educated. 


It’s not only an educated group, it’s a rich group. 
A big 64% of the stockholders queried laid claim 
to incomes of $10,000 or more per year. And 24% 
of the total earned over $25,000 annually. Nation- 
ally, just 10% of the population is in the $10,000- 
and-above bracket. 


Indeed, it may be true that the income and edu- 
cational level of all stockholders is not quite so 
high as the sample indicates. But there’s no reason 
to believe that product awareness increases as in- 
come and education levels go down. 


So the stockholder market is a large, rapidly 
growing, well educated, relatively wealthy mar- 
ket. Indeed, the mere act of purchasing stock 
shows the presence of a juicy discretionary in- 
come. In other words, it is a market that any 
company should be dying to break into. Of course, 
each company can only count its own sharehold- 
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SIGNIFICANT TRENDS 


(continued) 


ers as its market—but even a few thousand shiny 
new customers is nothing to sneeze at. And an 
exceptionally high percentage could be expected 
to belong to the valuable “pace-setter” group that 
is popularly supposed to exert heavy pressure on 
the tastes and wants of the general public. 


It stands to reason that the average company 
should be willing to spend a little more to culti- 
vate its stockholders as good customers. Here are 
just a few of the ways in which it can be done: 


First and foremost, the job and scope of the com- 
pany’s stockholder relations function should be 
examined. Chances are that the company regards 
any contact with stockholders to be the sole affair 
of the stockholder relations section; and it’s also 
a good bet that the stockholder relations section 
wants little to do with marketing. If this is so, 
there should be a showdown—so that, somehow, 
somebody winds up with the job of selling to 
shareholders. 


Secondly, it is probably most desirable to sepa- 
rate the financial and sales contacts with stock- 
holders. The United Shareholders study shows 
that 82% of investors surveyed read the annual 
reports of companies they have invested in. Yet 
the interest of these readers appears to be pri- 
marily financial, as it should be. Otherwise, why 
would product awareness be so low? And why 
would a mere 34% of investors be able to name 


the president of any company in which they 
owned stock? 


Of course, the consumer goods company has the 
most to gain by promoting to stockholders. And 
there are more ways to handle such promotions: 


@ Direct mail promotions, urging stockholders to 
back the company and themselves by buying its 
products, would spearhead the campaign. 

@ Sampling of company products, especially new 
products, should be very effective in increasing 
product awareness as well as building brand loy- 
alty. Any sampling or product story promotion 
should make a point of urging stockholders to 
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encourage use of the products among their friends. 


@ Brochures stressing the high quality of the 
product, as well as the care taken in its manufac- 
ture, might lend emphasis to the campaign. 


@ In some special cases, it might even be worth- 
while to consider special discounts for stockhold- 
ers. One auto maker is currently doing this. 


But the industrial company need not feel left out. 
Although a missile components maker might profit 
little from promoting sales to its stockholders, 
there are many other types of companies that 
should find such efforts rewarding: 


1. Manufacturers of materials, such as steel, non- 
ferrous metals, synthetic fibers, glass, can urge 
stockholders to favor those materials when shop- 
ping. 

2. Manufacturers of finished industrial goods can 
sell to stockholders through the customers who 
buy those goods. By informing shareholders of 
what equipment or parts it makes, and what con- 
sumer goods companies use them in making their 
products, a manufacturer could establish a second- 
generation selling situation. 

In both of these, as in consumer goods, product 
information and quality messages would help. 


If all this sounds like too much trouble for a few 
thousand (or a few hundred thousand) customers, 
it might be a good idea to keep these additional 
plus factors in mind: 


~The stockholder group is constantly changing. 
Over a period of a few years it is not unlikely that 
as many as half the stockholders reached by pro- 
motions would be new. 


—If buying habits favorable to a company can be 
established in a stockholder, chances are good 
that these brand preferences will be retained even 
if he sells his stock. 

—When the individual stockholders can be turned 
into zealous customers, the value derived from 
word-of-mouth advertising is incalculable. 


In short, a company’s stockholder market is bigger 


than it appears to be on paper. 


NEW YORKER 


creates 


**‘We came the minute we got your message!” 


Offices: New York, Chicago, San Francisco, Los Angeles, Atlanta, London 
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Why millions of selective 
viewers “can't get along 
without” TV Guide 


Who reads 
why ? 


TV Guipe, and how and 


Dr. Burleigh B. Gardner and his 
Social Research, Inc., staff have 
painted a convincing, 3-dimensional 
picture of TV Guipe readers. Theirs 
is one of the most comprehensive 
magazine-audience motivational 
studies ever undertaken. It is signifi- 
cant to everyone concerned with ad- 
vertising media. Over a year in the 
making, it covers the economic and 
geographic spectrum and represents 
a fair cross section of the 7,250,000 
families who buy TV Gurpt 
week 


each 


Some 73%, are selective viewers who 
find TV Guipe indispensable to 
making their TV hours constructive, 
profitable and enjoyable. Selective 
viewers are determined to get the 
best out of television. They regard 
watching it as a worth-while, active 


©. oe: 


— 


pursuit...and they apply intelli- 
gence and organization to choosing 
what they watch. 


TV Guipe helps these selective 
viewers become knowledgeable and 
conversant about the whole TV 
world. They read the magazine cover- 
to-cover—to them it is an entity. 
Program synopses, discussions of the 
state of television, reports on trends 
and personalities, glimpses behind 
the scenes, and forecasts—all these 
contribute to making them informed, 
intelligent viewers. 


Not surprisingly, these are the kind 
of people whose approach to life— 
to all leisure activities, to buying—is 
constructive and positive. They do 
things. They are intellectually curious 
and determinedly rational. They form 
a major market for every consumer 
advertiser ...even more impressive 
qualitatively than quantitatively. 


For your copy of “TV Gutpe: A Stupy tn Deptn,” which details 
this important survey's findings, call your local TV Guipe office or 
write TV Guipe, National Advertising Department, Radnor, Pa. 


Best-selling weekly magazine in America 
circulation guarantee 7,250,000 
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MUSIC 
FESTIVALS 


Radio’s grand tour of festivals here and 
abroad continues the CBS Radio Net- 
work commitment to great music through 
the summer months. Now in its fifth 
season, the series takes listeners to Salz- 
burg, Bergen, Bayreuth and many other 
notable gatherings of the world’s fore- 
most musicians. In all radio, the World 
Music Festivals are the kind of company 
you keep... 


ONLY 
ON CBS 
RADIO 
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COMPETING AT THE FAIR 


Chicago—Ekco Products Co. hopes to 
stimulate export sales at the upcom- 
ing International Fair of Thessalonika 
in Salonika, Greece—by avoiding the 
American Pavilion. Ekco, which will 
displey its line of stainless steel cook- 
ware and kitchen utensils, prefers to 
show its products alongside those of 
its foreign competitors, thus providing 
visitors with a direct comparison of 
European and American products and 
packaging. 


FTC HITS 56 JOBBERS 


Atlanta—Fifty-six jobbers of automo- 
tive products and supplies were re- 
cently charged by Federal Trade 
Commission with “knowingly inducing 
and receiving discriminatory prices 
from suppliers” through their buying 
wganization, National Parts Ware 
house. The jobbers operate in 11 
southern states 

The FTC complaint alleges that 
National Parts Warehouse is an or 
ganizational device used by the job 
bers to demand and get discounts they 
knew or should have known are not 
made available to their competitors 
Says FTC: “The NPW is not the pur 
chaser as purported but is merely an 
agent rea which members are 
billed and pay for their purchases.” 

Through their combined bargaining 
power, claims the FTC, the members 
demand that suppliers granting quan- 
tity discounts base them on the aggre 
gate purchases of all members 
although competing independent job 
bers are granted discounts only upon 
their individual purchases. The Com 
mission tersely adds: “Suppliers re 
fusing to accede usually are replaced.” 


‘NEW’ BUSINESS INDICATOR 


New York—Now the National Indus 
trial Conference Board confirms some 
thing we've long suspected: The vol 
ume of classified “help-wanted” ads in 
U.S. newspapers is closely related to 
the business cycle. The NICB will 
maintain a continuing index of help 
wanted ads as a business indicator for 
33 major markets. Pluses for 
this index: no time lag, geographical 
flexibility. 


labor 


FAMOUS COURT TRIALS DEPT. 


Tallahassee—No sooner had the Free- 
wax Division of the Chemical Corpo- 
ration of America, maker of an insecti- 
cide floor wax, begun to publicize its 
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new slogan, “Where there's life, 
there’s bugs,” than it found itself on 
the short end of a lawsuit. The plain- 
tiff: Anheuser-Busch, Inc., the giant 
brewer of Budweiser, which has 
poured plenty into its “Where there's 
life, there’s Bud” slogan. Freewax 
claims both companies stole their slo 
gans from poet John Gay, who said 
in 1700 that “While there is life, 
there’s hope.” Anheuser-Busch, evi- 
dently uninterested in literary origins, 
is adamant. 


THINKING AGAINST 1962 


New York Marketing executives 
should discipline themselves to spend 
25% of their working hours against 
1962 or later. This advice was given 
recently by Stuart D. Watson, chair- 
man of McCann-Marschalk Co 

The marketing man is in the saddle 
today, said Watson. “Most of the 
other factors in business are in long 
supply — plant facilities, production 
know-how, monev, etc. But in this 
world of rapid change the marketing 
men are the managers of change, for 
marketing includes everything that 
has to do with discovery, develop- 
ment, and a satisfying desire for a 
product or service.” 

Most immediate sales problems had 
their beginnings one, three, or five 
vears ago and are “evidence of our 
failure to manage change properly,” 
Watson declared. “If we are to con- 
tribute importantly to the future of an 
enterprise, we must project our think 
three or H 


ing one, ive vears in ad 


vance 


The Survey Says* 


Today 
Sales 
$10.8 billion 


Sales 
$7.8 billion 


on the MOVE 


ANOTHER CRYSTAL BALL 


Birmingham, Mich.—Ford Motor Co 
is sophisticating the product planning 
and marketing research activities of 
its Tractor & Implement Division. 
To keep up with the technological 
changes in agriculture and industry, 
Ford created a new position of “op- 
erations planning manager” (E. Scott 
Rumely) for conducting special long- 
range studies. This is further recogni- 
tion of the need for marketing plan- 
ning over a longer range than previ 
ously necessary 


U.S. BEGINS FAMILY STUDY 


Washington — Recognizing the fast 
changing nature of consumer expendi 
ture patterns, the Bureau of Labor 
Statistics is beginning an ambitious, 
comprehensive survey of family living 
arrangements and consumer buying 
»ractices. Designed to update a simi 
ar survey made ten vears ago, the 
will measure such habits 
as the kinds and amounts of goods 
and services consumers buy, the prices 
they pay, how often they shop for 
food, and how 


new study 


much they pay per 
month for what kind of housing 
Word of warning: Don’t hold vour 
breath for the results 
about four years 


thev're due in 


HATTERS DOFF TO SALESMEN 


New York — It's seldom indeed that 
businessmen in one industry get all 
mistv-eved over those in other fields, 
but that’s just how the members of 
the National ( ap & Cloth Hat Insti- 
tute feel about salesmen 

The reason: of 300 salesmen in 
fields, the institute 
was able to find a mere five who gen- 
erally 


manv different 
went hatless when calling on 
customers gushes the 
Institute, “emphasizes that no occu- 
pational group in the country has had 
such a consistently exemplary ‘hatti- 
tude’ as salesmen.” 


“The survey,” 


CUSTOMERS ARE PROSPECTS 


Port Chester, N. Y.—One problem 
with large-scale sampling of products 
has always been the waste involved in 
covering the totally distinterested con- 
sumer as well as the potential cus- 
tomer. But Arnold Bakers, Inc., re 
membering that “a satisfied custome: 
is the best prospect,” has adopted this 
no-waste sampling technique: into 
every box of one flavor cookie goes a 
film-wrapped “extra cookie surprise” 


—a cookie of a different flavor. The 
individual film wrapper tells the 
avowed cookie eater that “We would 
like to acquaint you with another 
Arnold delicious cookie flavor.” 


HOW TO SELL PLASTICS 


Pottstown, Pa.—When it started pro- 
duction of vinyl resins in 1949, the 
Chemical Division of Firestone Plas- 
tics Co. had only one problem—to 
produce fast enough to fill customer 
demand. The life of a resin salesman 
was a bed of roses 

But today, with the complex age 
of plastics in full bloom, each resin 
has to be tailored to the individual 
customer's specific use. A resin sales- 
man must be an expert with his raw 
materials under actual production 
conditions 

This month Firestone opens a 
$500,000 technical service laboratory 
to simulate the manufacturing proc- 
esses of its customers. Its aim: to 
evaluate and improve the product 
from the customer s viewpoint Rather 
than experiment with existing mate- 
rials from “a restricted sales point of 
view,” Firestone will work with each 
product from the time it is conceived, 
through its development stages, right 
up until it meets the customer's needs 


SWEET NEWS FROM MARS 
Chicago—More proof that P-O-P dis- 


plays can be tremendous sales boost- 
ers comes from Mars, Inc. The candy 
company is chortling over the results 
of a recent survey it conducted. Spe- 
cial displays spurted unit sales of 
cakes mixes 1017% over that of simi- 
lar products sitting on the shelf while 
potato chips went up 1024%: peanut 
butter, 1395% — and 
3453% 


(wow) candy, 


A NEW HIPPOCRATIC OATH? 


St. Louis—Ever wonder just exactly 
what the Federal Trade Commission’s 
Earl Kintner is looking for in adver- 
tising? This comment, made here by 
Chairman Kintner a short time ago, 
may provide a hint: 

“Industry self-regulation alone will 
not cure all of advertising’s ills. An- 
other prescription is indicated: the 
development of a sense of professional 
responsibility on the part of advertis- 
ing and public relations advisers and 
counselors. 

“Professionalism means a_willing- 
ness to respectfully disagree with 


Sales Management 


SUSPENSE 


An ideal selling climate results when a program creates 
intense audience attentiveness. And, for 15 years, Sus- 
pense has been fulfilling this objective as it presents tales 
of terror uniquely suited to radio's imagery. Part of a Sun- 
day line-up of Gunsmoke, Johnny Dollar and Have Gun, Will 
Travel, advertisers find thei messages develop a special 
impact in such a sales setting. In all radio, Suspense is the 
kind of company you keep... 
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Mr. Manufacturer: 


AWA warehousing 
service gives yOu 
instant competitive 
advantage 


Delayed deliveries lose customers. 
AWA gives you the advantage of 
immediate availability —every- 
where. For maximum flexibility and 
economy, public warehousing is the 
profitable answer. Investigate the 
competitive advantages of the 
AWA Pay-as-you-use Plan. 


Write for Free Directory listing locations 
and space availabilities to fit your needs 


512 Members Offering 
1,273 Distribution Centers, 
Merchandise Warehouses 
& General Storage Facilities 


American Warehousemen's Association 
222 W. Adams St. + Chicago 6 + Randolph 6-5550 


Newspapers 

sell big in the 
Quad-Cities. 
To sell the larger 
lilinsis side, use the 
Argus and Dispatch. 


56% of Quad-Citians live on 
the Illinois side. 


ROCK ISLAND ARGUS 
MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO 
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one’s clients; to tell one’s client forth- 
rightly that there are severe objec- 
tions to a proposed course of action; 
to recommend an unobjectionable 
program; and, yes, to resign from the 
service of the client if he persists in 
violating the ethical precepts of his 
adviser.” 

Note: A mass resignation of ad ac 
counts is not anticipated in informed 
quarters. 


OKLA. OFFERS FINANCIAL AID 
Oklahoma City—The State of Okla 


homa has just passed a constitutional 
amendment establishing a state in 
dustrial financing authority. The 
financing plan, which will be admin 
istered by the Oklahoma Department 
of Commerce and Industry, allows the 
state to finance up to 25% of the cost 
of new industrial facilities. The plan 
is similar to the one now used by 
Pennsylvania 


HELPING THE RETAILER 


New Brunswick, N. J.— Johnson & 
Johnson Co. recently wrapped up the 
fifth segment of a million-dollar, 15 
year-long “store-wide improvement 
program” to help the retail druggist 
modernize his business. The latest 
phase, outlined in a detailed working 
manual and sound motion picture, 
blueprints how stock room ad, ww 
tion can free wasted capital, influence 
better buying practices, stimulate in 
creased volume. Previous phases of 
J&J’s program schooled the druggist 
in salesmanship, promotions, modern 
izing the store front, and modernizing 
the store interior 


WOOING THE LADIES 


Tulsa—New recognition of the litth 
lady's buying power comes from DX 
Sunray Oil Co. Its current new spaper 
ad campaign is designed to attract 
the ladies into DX service stations 
The ad push in the company’s 17-state 
midwest and midsouth marketing area 
was prompted by the results of a re- 
cent nation-wide survey which re- 
vealed that 80% of all women drive 
and 75% have a favorite service sta 
tion. 


ADS THAT OPEN DOORS 
St. Joseph, Mo.—The big, bombarded 


drug makers might take a lesson from 
a drug specialist that sells exclusively 


to veterinarians. Research Labora- 
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tories, Inc., is devoting its current 
farm ad campaign completely to an 
institutional approach. The ads sell 
farmers on why they should patronize 
their local veterinarians rather than 
administer do-it-yourself medical care 
to their livestock. 

Results: Research Labs’ salesmen 
find the company’s ad campaign is 
the best door-opener yet. 


NEW TITLE IN MARKETING 
St. Joseph, Mich.—A new marketing 


title—for a function that many com- 
panies take for granted—has been cre 
ated by Whirlpool Corp. The title: 
manager of customer assurance. The 
job (handled by Charles C. Wood) 
“To maintain a constant check on cus 
tomer reactions and attitudes on all 
phases of appliance quality, from de 
sign and construction through installa 
tion and service; and to co-ordinate 
application of the resulting knowledge 
to our operations 


WARNING TO 
DEMOCRATS 


Chicago—Senator Kennedy and 
every other Democrat running 
for national or state office can 
promptly take notice: 


The Republican Party is re- 
lying on Sales Management's 
Survey of Buying Power as one 
of its basic marketing research 
tools in the current political 
campaign. 


A Republican official—on loan 
from a large industrial company 
—recently placed an urgent long- 
distance call to SM’s offices for 
a copy of the Survey. His un- 
solicited testimonial: “No other 
source, including the Govern- 
ment, gives accurate figures on 
the true suburban population. 

- Only the Survey reports 
separate figures for metropolitan 
or industrial areas within coun- 
ties that are basically suburban 
in character. This is vitally im- 
portant—to marketers of politi- 
cal candidates as well as prod- 
ucts!” 


CONTAINER CORPORATION OF AMERICA 


Chicago 3... and ail key marketing areas 


Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products, Point-of-Purchase Displays, Paperboard 
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First Quarter, 1960, Builder 
Marketing & Research Panel Report 
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Practical Builder 


ted ‘ Exclusive from 

eal estate firms : Practical Builder 

MAJOR APPLIANCES ...@ Magazine 
with a mission 
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Factors which continue to change the building picture 


almost daily must be carefully watched. Housing starts— 
styling trends—inventory of unsold homes—land avail- 
ability —prefabrication—light non-residential building — 
remodeling —financing—product and equipment usage. 
All these factors effect your business. 

In such an ever-changing atmosphere— where up-to-date, 
accurate and useful marketing information is vital— 
PRACTICAL BUILDER is the catalyst for knowledge. 


Through representative Builder Panel Reports by the 


Bureau of Building Marketing Research, PB makes the 
only continuous, detailed examination of the light con- 
struction industry; yields a continual flow of factual 
business, construction and operating conditions and 
trends ...on a local and national scope. 


Marketing & 


care), P; 


builders, sub-contractors 
architects, real estate firms 


MAJOR APPLIANCES 


BBMR probes deeply into the builder-purchasing process. 
In addition, it has initiated a number of product-category 
studies. Current in this group are special reports on 
kitchens, garages, doors, door hardware, insulation, 
trucks, power tools and equipment, and several others. 
The broad results of this program have been impressive. 
Recognition of PB leadership has been reaffirmed. And, 
of greater note, a singular and authoritative source for 
reliable marketing guidance has been firmly established 
to the benefit of the entire industry. 

What do you want to know about The Light Construction 
Industry? The BBMR has numerous statistical reports 
covering a wide variety of vital subjects. Write PRACTICAL 
BUILDER for information on how you may become a regu- 
lar recipient of BBMR Builder or Dealer Panel Reports. 


Practical Builder « A Cahners Publication « 5 South Wabash Avenue « Chicago 3, [Illinois 


This is one key club 
you don't want to join 


MEDISIT (Man, Every Display I Ship Is Trouble) 


If you already have, however, it’s time to retire your 
membership! Put an end to late display arrivals, 

damage in transit, design limitations, and time-wasting 
tie-ups of your key personnel .. . use North American Van 
Lines’ comprehensive display shipping service. 


Your display is a highly specialized sales tool .. . 

it’s not freight! It deserves, really demands, 

North American’s specialized, personal handling. Your 
display arrives on time, gets in faster . . . no uncrating, 
no complicated assembly, no crate waiting at show’s 
end. You put on your hat, North American does 

the rest. It saves dollars, time and worry. 


To find out more about the advantages of this 
display shipping service, ask your traffic manager or 
write our world headquarters in Fort Wayne. 


NORTH AMERICAN VAN LINES, INC. 


Dept. 24-1. Fort Wayne, indiana 
The Gentle Giant of the Moving Industry 


#904 SPONSORS OF "CHAMPIONSHIP BRIDGE” ON ABC-TV 
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ae Ma LETTERS TO THE EDITORS 


one man’s meat 


I do not ordinarily write letters to 
the editors of publications, but I 
couldn't resist this opportunity to 
thank you for the splendid article on 
Estes Kefauver [“The Man Who 
Would Manage Your Marketing”] in 
your July 15 issue. We are in the mid- 
dle of a determined effort to eliminate 
this man from public office, and | 
have sent your article to the proper 
people as a basis for editorial at 


tack 


G. Z. Parren 


The Hi-Jac Corp 
Chattanooga, Tenn 


& Two-thirds of the vote for 
Kefauver made it pretty decisive 


Anyone reading the day-to-day 
testimony as it was being given to 
the subcommittee could not help but 
be impressed that the drug industry's 
practices and profits were certainly 
unusual, perhaps questionable 

Your vituperative article of half- 
truths completely camouflages the is- 
sue. You deny the existence of any 
problem. Even the American Medical 
Assn. has said that between 50 and 
200 million dollars a year are thrown 
away on half-fraudulent medications 

By refusing to face up to the prob- 
lem your magazine has harmed the 


cause of business you are so eager to. 


protect. If trade journals and associa 
tions cannot recognize shortcomings, 
analyze the roots of the difficulties, 
and do something about them, then 
they invite more Government investi- 
gation and legislation—and I for one 
welcome it 


Ivan A. Backen 


Secretary and Asst. Sales Manager 
Litecraft Mfg. Corp 
Passaic, N. J 


voice from Britain 


Many thanks for the compliments 
to Britain—however veiled—that were 
expressed in your article, “Britannia 
in the Market Place” {SM, July 15]. I 
was rather surprised that the over-all 
message to your American readers was 
one of fear of the “Redcoat” salesmen 
Surely the best attitude would be one 
of welcome and then both our coun- 
tries will enjoy the benefits and ideas 
of the other 


Joun E. Smrru 


General Manager 
Smoothedge Ltd 
Sussex, England 


& Please do not misunderstand us 
British competition is welcome, but 
it will be fought and “feared” as is all 


competition from any source, foreign 
or domestic. To put it more concisely: 
“Good luck and en garde.” 


agreement on reps 


Having just read Edward Bachorik’s 
article, “Give Me the Sales Rep, Any 
Day!” [SM, July 15] I hasten to add 
“Amen.” 

As a division of Wallace Silver- 
smiths, which travels some 40 direct 
salesmen, and being owned by Hamil- 
ton Watch Co., which markets through 
more than 60 direct salesmen, we are 
in the position of having to defend 
using reps 

Following an AMA seminar on the 
subject, I submitted a report of my 
findings, which closely paralleled 
those of Mr. Bachorik and concluded 

“Because of the seasonal nature of 
our business, we cannot afford to sus 
tain a direct selling organization 
Being an independent businessman, 
the rep tends to produce more busi- 
ness with less problems for manage 
ment, more efficiently.” 


]. Gornpon Graninc 


Sales Manager 
Puritan Fireplace Furnishings Co 
Milford, Conn 


The excellent article on selling 
through manufacturers’ agents 
prompts me to inquire if you have run 
previous articles on reps? 


Warren R. Dix 


Warren R. Dix Associates 
Pittsburgh, Pa 


& Yes—including the following: 

Checked Your Rep Relations Lately? 
(8/7/59) 

How to Fire and Keep Salesmen at 
the Same Time (7/17/59) 

Sales Rose 46%, Costs 23%, When 
We Switched to Agents (11/2/56) 

8 Ways Manufacturers’ Reps Can 
Help You Increase Sales (4/1/55) 

Sales Enthusiasm You Can't Buy 
(10/15/55) 


no corner on ad problems 


We were impressed by your article, 
“How To Sell Your Ad Budget to the 
Board of Directors,” SM, Feb. 5. 

This is just the kind of material that 
is needed by our students studying for 
the Association Diploma in Market- 
ing, and, with your permission, I 
should like to reprint the article in 
our next Students’ Journal. 


BERNARD TAYLOR 


Education Dept 

The Incorporated Sales Managers’ 
Assn. 

London, England 


the lucky (?) winner 


Avoid unwanted duplications! You can 
put real “incentive” back in your sales 
contests; Select-A-Gift — the famous 
prestige gift plan allows the winner to 
select his own gift from an extensive 
array of America’s most wanted gift 
items. (His family gets in on the fun 
of selecting, too.) With Select-A-Gift, 
you control the price range ($2 and 
up). Winners receive handsome pres- 
entation cards and full-color booklets 
— custom tailored to your program - 

picturing and describing their gift selec- 
tions. No prices mentioned. All details 
handled with utmost finesse and dignity 

Write today on your letterhead for 
complete details 


= Select AG ift . 


Department 2 

Ist Avenue North ot 13th St 
Birminghom 3, Alabomo 
Telephone: FAirfox 3-635! 


At Home 
Or 
Office... 


... your back issues will 
always be at your finger- 
tips, in organized se- 
quence, in Sales Man- 
agement's attractive 
hard-cover binders. 
Twelve issues can be 
bound in and removed 
quickly. Sales Manage- 
ment stamped in gold 
lettering on backbone of 
black, imitation leather 
binder. Cost: $4.65 
each, postpaid. 


Sales Management 
630 Third Ave. 
New York 17, N.Y. 
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Young Chicago loves to buy... 


nt August 19, 1960 


~.. the Chicago 
Sun-Times 


Don't all young families love to buy? Of course 
—but in Chicago there's a difference. 

In Chicago you can concentrate on young 
families. Advertise in the Sun-Times: 

more than half its readers are men and 
women 35 and under! 


Send for your copy of the 1960 Chicago Consumer Analysis. 
Now available. 
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THEY‘RE 


The Listener 

When Michael P. Frawley walked 
into the top spot of the 125-vear-old 
B. T. Babbitt Co. recently he suc- 
ceeded a man (Marshall P. Lachner) 
whom he once trained as a salesman 
for the Colgate Co 


sidered the best-liked sales executive 


Frawley is con- 
in the soap industry. He has, as a 
Frawley-observer of vears put it, “a 
million friends—because he’s a good 
listener.” His new job at Babbitt—he’s 
been executive v-p—is simple and 
tough: He must build a solid founda 
tion for profits in a business that has 
been characterized by spectacular ups 
and downs over the past decade. In 
1957 Babbitt lost $1,100,000; in 1955 
it made $560,000. Last vear it lost 
$1,590,000. But Frawley points to 
growing consumer acceptance and re 
tail franchises for a long line of prod 
ucts. His philosophy is simple: “Take 
1 step at a time but know where 


How High Is Up? 

If you 
problems, contact Richard E. Deems. 
He knows the way upstairs. The re- 
laxed, darkly handsome Mr. D. has 
just been named president of Hearst 
Magazines Division of Hearst Corp. A 


have _altitude-orientation 
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IN THE NEWS 


BY HARRY WOODWARD 


you're going.” He is shooting for a 
company where the emphasis will be 
on sound growth of people and prod 
ucts rather than spectacular efforts 

A colorful, hearty Irishman, he 
started work as a “chaser.” He chased 
down lost materials in a metal work 
ing plant. In 1925 he joined R. J 
Revnolds, savs he walked over most 
of Massachusetts 


and point-of-purchase material 


carrying samples 
Then 
thev gave him a car and he covered 
Vermont. Later he joined Colgate as 
a salesman, still later became general 
sales manager of all household prod 
ucts. His hobbies are anything that 
involves not walking—he’s never re 
covered from that Massachusetts stint 


for Reynolds. He likes 


sports, bridge, poker 


spectator 
and listening, 
mostly. But people who have worked 
with him know that after the listening 


over, the action ensues 


scant two decades ago, Dick Deems 
joined the Hearst organization as an 
advertising salesman for Harper's 
Bazaar. Three years later he became 
the magazine's ad manager. Eight 
years ago he moved up-saddle to ride 
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herd, as advertising director, over all 
Hearst magazines. And for almost six 
years he’s been executive v-p of the 
Deems has, 
always had the 
touch. As a high school stripling he 
was already making $100 a week: Sur- 
veving his (Staten 
Island; his father managed a branch 
of the B & O there), he had found 


new spaper 


magazine company ‘ 


seemingly, magic 


home territory 


coverage almost  non- 
existent. To close the gap he began 
representing major N.Y. newspapers 
Later he was “the first and last” male 
reporter for the Scarsdale Inquirer 
His latent promotional abilities got 
due recognition in the form of a key 
spot on Esquire’s advertising staff 
when he pulled off a coup. He sold 
the Bermuda Trade Development 
Board on advertising in Esky. His 
play: Attract young men as vacation- 
ers and the young women were sure 
to follow! . . . Hearst Magazines has 
19 publications, six of them in Great 
Britain. Among the American maga- 
zines are American Druggist, Cosmo- 
politan, Good Housekeeping, Harper's 
Bazaar, House Beautiful 


) INTERNATIONAL PAPER — The Ultimate Source 


This box tells an amazing story—inside and out 


(More packaging news from International Paper) 


Read how a bright printing surface and light- 
colored interior are combined in IPX* Board. 


International Paper has ds 


| veloped in 


nomical packag ird to meet the chal- 
lenge marketing 

Over 24% years ago skilled 
rk. First, they de veloped a 


tech 


bo 
of today s m 
our crattsmen 


went to we new 


to blend two different 


pap rim ik ny 


| 
pulps into one. Fine bleached sulphate pulps 
The 

machine clay co board 
light-colored interior 
subjected IPX Board's smooth 


surface to printing 


ue 
I 


ind 


inexpensive gi undwood pulps result 
IPX. A ited 
bright surface 


Next 
rht 


with a 
ind 
they 


bri varnishing and lac 


quering tests. It print d be vutifully Varnish ul d 


} 1 
lacquer coatings retained lasting color brilliance 
and unitormity 


Today quality printing (up to 175-line 


screens) on IPX results in package s that prac- 
tically sell on sight 

At International Paper's research centers and 
16 mills, experimental paperm iking processes 
and pac kaging innovations, such as IPX Board, 
are in continual deve lopm« nt 

That is why International Paper can prov de 
with the boards 


and packaging assistance in the industry. Call us 


you widest range of papers, 


or contact your converter— he’s probably been 


doing business with us for years , 


® INTERNATIONAL PAPER \ New York 17,4. ¥. 


azines; books 


Wk containers « multiwall bags « 


ind neu spapers « 


{ 


apne rs 


for home and office use + con 


and sach 


WHO radio continues 
to dominate 
lowa radio audience! 


“Voice of the Middle West” 
serves America’s 14th largest radio market 


URVEYS have measured the Iowa radio audi- 
ence for 23 consecutive years. A new 93-County 
Area* Pulse Survey proves — as have all the others 
— that 50,000-Watt WHO Radio is again Iowa's 
most listened-to station. 
Iowa radio families have again given WHO Radio 
a “clean sweep” with first place in every week-day 
quarter hour surveyed. Competition came from more 
than 85 other stations serving this area. In fact, 
50,000-Watt WHO Radio's audience outstrips that 
of the next two stations combined during the three 
major week-day broadcast segments (6 a.m.-Noon, 
Noon-6 p.m., 6 p.m.-10:30 p.m.). 
But these ratings tell only part of the story. They 
represent only 72% (625,000 of 865,350) of the 


radio families residing within WHO Radio’s NCS 
No. 2 coverage area — America’s 14th largest radio 
market. And in a// this area, WHO Radio is an 
important voice! 

WHO Radio reaches more people, more often 
and at /ess cost than any other station or combination 
of stations in Iowa. And, for a qualifying food or 
drug advertiser, WHO Radio offers Feature Mer- 
chandising services— operated and controlled by 
trained WHO Radio personnel. See your PGW 


Colonel about reaching all of Iowa plus lots more 
with WHO Radio! 


*"Iowa PLUS” consists of the 137 counties in Iowa, Missouri, 
Illinois and Nebraska in which NCS No. 2 credits WHO Radio 
with 10% penetration 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 
NBC Affiliate 


which also owns and operates 


WHO Radio is part of Central Broadcasting Company, | 


WHO-TV, Des Moines; WOC-TV, Davenport 


Col. B. J. Palmer, President 
A. Loyet, Resident Manager 


| 
“a 


Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., Representatives 
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ls Chrysler Really 
On the Road Back? 


Despite the recent scandals — president-firing and all that — 
Chrysler is turning last year’s red ink into black. Valiant and 
Dart have lifted unit sales 60%, and current programs point 


to possible reclaiming of its “traditional 20% share” of the 


auto market. But, can Chrysler make this “coming” stick? 


Currently, Chrysler Corporation's 
sales are exanding again. Black ink 
has replaced two years of red. Lester 
Lum (Tex) Colbert, who presided 
over the company’s “Second Coming” 
six years ago, strives to persuade his 
own people and the aun that, after 
a decade of “reorganizing” and “re- 
building,” today’s “Third Coming” 
ultimately will regain Chrysler's long- 
lost 20% share of market. 

For 64 days, from late April to 
June 30, Colbert’s words were echoed 
by a newly named co-prophet, Wil- 
liam C. Newberg. But President 
Newberg was fired before he could 
say very much. Colbert again is 
both chairman and president 

And until Colbert himself is re- 


By LAWRENCE M. HUGHES 
Senior Editor 


laced, all the millions of people who 
om e a stake in the future of 35-year- 
old Chrysler Corp. fervently hope 
that he and his management finally 
have found the answers. 

The '50’s were the company’s dark- 
est decade; the last two years, the 
most dismal. Though all the others 
among the 44 American manufactur- 
ers with sales of $1 billion or more 
managed to make a profit in both of 
these years, Chrysler could do so in 
neither. 

And over the last eight years of 
national and world economic growth, 
and of record automobile _ sales, 
Chrysler's management could report 
an average pro t-to-sales ratio only 
one-third as high as its predecessor 
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did for eight years of the deeply de- 
pressed '30’s. 

Currently, Chrysler is moving up 
again. It is selling more cars and 
it is making money. Two of its lines 
are doing well. Its 17.1% share-of- 
industry sales on July 1 was 60% 
higher than that of a year ago. 

But in motor marketing, compe- 
tition and “conditions” shift fast. 
This fall’s contenders will include, 
not only the stronger imports, but a 
whole dozen domestic compacts, in- 
cluding four by General Motors 
Some will be “different” from the cars 
which Americans are now buying 
For 1962 several makes will be even 
more radically different—and so may 

(continued on next page) 
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be the list of Chrysler's competitors. 

Chrysler's veterans know (as one 
them told The Wall Street Jour- 
nal) that “in the auto industry, a 
down-and-out company rarely gets a 
second chance.” They have seen the 
great and growing gravevard which 
in six decades has taken 1,800 motor 
car brands. In the last decade alone 
thev have seen the death of such con- 
tenders as Crosley Edsel, Frazer 
Henry J Hudson Kaiser Nash 
P ic kard and W illvs 

This was the decade when Chrvs- 
ler lost its traditional 20% of market 
Last vear, in fact, its share was the 
lowest since 1931 

Elsie does not have to come up 
ich fall with new and revolutionary 
milk. Heinz makes out with its usual 
beans. But the motor marketers get 
whatever stability they have from 
ability to anticipate in April 1958 
human preferences and prejudices of 
October 1960 

This quality could be called vi 
sion, or at least prescience 

Also, over the long vears, there 
have been a few (a Henrv Ford in 


Is Chrysler Really 
On the Road Back? 


(continued) 


1908, for instance, a Walter P. Chrvs 
ler in 1925, a George Romney in 
1955) who not only saw, but created 
and fought for, a trend. 

This called for courage and strong 
personal leadership 

Tex Colbert & Co. have vet to 
prove that they have these qualities 

In June 1960 Chrysler Corp. ob 
served its 35th birthday 

The record shows that most of its 
history was made in the first 15 vears 
when founder Walter Chrvsler ran 
things 

At a time when Ford's “flivver” still 
held more than half of the whole 
market, Chrvsler’s First Coming was 
with a car that featured roominess 
and comfort, “the power of a super 
dreadnought and the speed and en 
durance of a fleet scout cruiser.” 

Within four months 3,800 dealers 
were selling Chrvsler’s cars Two 
vears later the company launched 
both Plymouth and DeSoto and 
bought, for $185 million, the Dodge 
automobile empire which multiplied 
In s ale > 


among all motor marketers, the new 


its physical size five times 


CHRYSLER CHAIRMAN lL. L. Colbert, 
who reassumed the presidency after 
Newberg’s recent firing, looks ahead 
to a re-establishment of Chrysler 


Corp.'s “proper” place in motordom. 


Chrysler Corp. suddenly stood third 
Though the depression cut every 

one’s volume, Chrysler found ways to 

An Amplex Divi 


sion was formed to make and sell 


keep on growing 


self-lubricating bearings Land in 
Los Angeles was bought for a big 
West Coast plant. And when Walter 
Chrvsler could not get adequate au 
conditioning for his New York sky 


scraper he formed an Airtemp Divi 
sion to make it 


After 24 days of conjecture, 
learned 
64-day 


the automobile world 


why Chrysler Corp.'s 
president had been fired 

The fair-haired boy of late 
April had become the béte noire 
by late June. By late July, L. L. 
Colbert, now president as well 
as chairman, finally gave some 
reasons other than “differences 
of opinion on certain corporate 
policies,” on why the top-spot 
tenure of his old friend and asso- 
ciate, William Charles Newberg, 
was ended 

Colbert's statement said that 
the corporation and Newberg 
have “entered into a settlement 
agreement under which Chrysler 
will receive from Mr. Newberg 
$450,000 


made by him from his interests 


profits in excess of 


Bill Newberg ‘Rebates’ $450,000 to 


in vendor companies.” 


Chrysler, the statement added, 
had but recently “learned of 
such interests os a result of an 
instituted by Mr 


and conducted by 


investigation 
Colbert 
Chrysler’s general counsel and 
independent auditors, in which 
Mr. Newberg co-operated.” New- 
“made an offer of settle- 
which 
proved.” 
Colbert 


time that the corporation will 


berg 
ment the directors ap 


announced at thot 


continue to investigate relations 
of its top officers with supplier 
companies. He said, however, 
that “I know of none at this 
time.” The next day the Chrysler 
department of United Automo- 
bile Workers offered to assist in 
the investigation. 


Chrysler 
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Some of his ventures flopped. 
Motorists of 1934 were not yet ready 
for the streamlined, unitized-body 
Chrysler Airflow. This car caused a 
lot more comment than sales. But 
the pioneering went on 

For its 1955 line, the latter-day 
Chrysler Corp. dropped the simple 
austerity of the K. T. Keller era 
(1940-54) to launch a hoped-for Sec- 
ond Coming on “style” and stream- 
lining 

For the Third 
Chrysler finally has got 
unitizing its entire line 

In part, Colbert & Co. are still do- 
ing penance for Keller's sins. Engi- 
Keller's sins mainly of 
He made good profits by 


Coming, 
around to 


current 


neer were 
omission 
“economizing’—and for a time this 
worked In the “pent-up demand” 
period which followed World War 
II, Keller kept that coveted 20% share 
of market 

But then, in 1954, with the start 
of the hard-sell era after the Korean 
war, Chrysler plummeted to 12.9% 
The Big 3 were becoming the Big 2% 
Even Keller was made to realize that 
Into 
lawyer Colbert’s lap was dumped 


drastic action was necessary 


Chrysler Corp., fast growing obsolete 


& Between 1946 and 1950, when GM 


and the “new” Ford company were 
investing billions in new plants and 
themselves for the 
long selling era ahead, Keller put a 
total of just $255.1 million into all 


land, buildings mac hinery and equip 


facilities to gear 


ment—including all spec ial tools, dies 
jigs and fixtures needed for the an 
nual new models 

This averaged out to $51 
a vear. 

In the eight vears since 1952 Col- 


bert has struggled to catch up by 


million 


spending an average of nearly $179 
million a vear for these purposes. In 

1956) his total ticket came 
million 
Second 
planned for the 1955 models 

Tex ¢ olbert was not bashful in tell 
ing the world about them. Whereas 
Keller had long treated newsmen as 
if they 


one vear}r 
to $28] 


Chrvsler’s Coming was 


were U-2 spies, Colbert paid 
the fare of 600 of ‘ 
the country to see “the curtain riser” 
in a garden setting near Detroit 

At a combined cost of $250 million, 


vem from all over 


Colbert told them, all five Chrysler 
lines had been made “new and dif- 
ferent from bumper to bumper.” 
Estimating total 
1955 at “over 5.3 million 
Chrysler was then lifting its 
sights to more than 20% of the mar 


automobile  de- 
mand for 
units,” 


ket. The company was supporting its 
10,000 greatly 


strengthened sales organization 


dealers with “a 


let and Ford. 


specific product advantages.” 


Can New Sales Setup Keep Chrysler Going? 


More heads may fall at Chrysler Corp. Purchasing and other 
policies seem due for drastic changes. 

But in marketing and advertising, at least, Chrysler Corp. 
already has taken positive steps. 

Total number of Chrysler Corp.’s dealers has been sharply 
reduced. After three decades of “over-dealering” on 
Plymouth—during which this line was handled by all dealers 
as a sort of poor relative of Chrysler or DeSoto or Dodge— 
Plymouth, Plymouth-Valiant and DeSoto are now in one 
group. In 1960 the fast-rising Valiant largely “carried” this 


A separate dealer group now concentrates on Dodge and 
Dodge Dart, a new direct competitor of Plymouth, Chevro- 


As the accompanying story points out, the corporation's 
dealers this year have averaged about 50% more net profit. 
At the same time Chrysler has revamped its advertising to 
follow the new dealer-group line. The number of agencies 
has been reduced from six to four. Advertising is concen- 
trated primarily in print media. As one Chrysler executive 
soys, “In our advertising—including the corporate—we sell 


and backing up our confidence in our 
new cars with the most intensive ad- 
vertising campaign in our history.” 

The new “Forward Look,” Colbert 
emphasized, meant not only car de- 
sign and styling but “the spirit of our 
organization our belief that the 
company’s place is out front 
Chrvsler’s future [is] going to be even 
greater than Chrysler's past.” 

Colbert and others erred in esti 
mating the size of that 1955 market 
Actually, the industry's 
car sales reached an all-time record 
of 7.2 million units. Though Chrys- 
ler got only 16.8% of all this, its dol- 
lar volume climbed 67% from 1954 
to a record $3.5 billion. Net profit 
multiplied five times to $100 million 
But though Keller had 
earmed 6% on smaller sales, Colbert, 
even then, had to settle for 2.9%. (In 
that lush year Ford got 6% and GM 
9%. GM in fact reported $1.1 bil- 
lion of net profit on $12 4-billion 
volume.) 

The industrv’s 1955 mark has not 
been reached again. In one year 
(1957) Chrvsler was able to earn $120 
million, or more than 3% on its own 
record $3.6-billion sales. But the rest 
of the Colbert era has hardly counted 
at all 

In its first 13 
Chrysler multiplied its share seven- 
fold, from 3.16% to 23.16%. In the 


passenger- 


cautious 


vears fast-moving 
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eight depression and recession years, 
1930-37, 
earn (despite two red-ink years) a 
combined $185.6-million net profit 
or 6% on 8-year volume of $3.1 bil- 


the company managed to 


lion 

Yet in the last eight years of ex- 
panding Chrysler 
earn only $383 million on $20.3 bil- 
lion volume—or less than 2% And 
in the two red-ink vears of 1958 and 
1959, its total losses were nearly three 
times as great as the $13.6-million 
losses of 1930 and 1932 combined 


Third 


economy. could 


Now we come to today’s 
Coming. 

The month of May 1960, not ex- 
actly merry in Chrysler's red_ brick 
headquarters on Massachusetts Ave., 
was very vocally animated: 

Colbert had just been advanced to 
chairman and Newberg to president 
To 1,600 managers and supervisors 
meeting together for the first time 
in five years), thev that 
“a 10-vear rebuilding program” had 
turned Chrysler Corp. into “an en- 
tirely different kind of organization” 
than it had been in 1950 


announced 


In a message to all the rest of the 
employees, Colbert and Newberg em- 
phasized their “aim to build on the 
great achievements of the company 
over the past decade,” and to give 
the workers “the security and satis- 
faction that can come from being 
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Chrysler People—and Their Stake 


Among those with a vested interest in seeing Chrysler 
find the road back: 

® 105,000 employees (55,000 less than took part in the 
Second Coming in late 1954). 

© The city of Detroit, where Chrysler still is the largest 
employer, and many another city from Newark, Del., and 
Twinsburg, Ohio, to St. Louis and Los Angeles, where 
the biggest non-Detroit plants are located. 

© 90,000 stockholders, who in seven years have seen 
their dividends shrink steadily from $6 to $1 a share 
(despite the fact that in this period Chrysler has paid out 
about 70% of combined earnings, and plowed back only 
30%), and who in this year’s bear market saw the price of 
their shares decline 35%. 

© 12,000 suppliers and their employees. 

© 7,200 dealers and their employees. 

® Some 10 million owners of Chrysler Corp. cars, seek- 
ing trade-in value and continued assurance of parts and 
service. 

® The 35 million policyholders of Prudential Life Insur- 
ance Co. whose managers found enough faith in one motor 
maker's future to lend Chrysler $250 million—repayable 
July 1, 2054. 

© The owners and depositors of 115 banks which dug 
up for Chrysler a revolving credit of $115 million. (It 
should be noted that the credit, as vet, has not been 
touched.) 

bd Chrysler’s board of directors. 


In contrast with that of some other groups, the stake of 
Chrysler's 21 directors is modest indeed. For all of them 
combined it comes, at current stock prices, to only $1,024,- 
830. As of last March 1, the proxy statement shows, the 
corporation had 8,768,267 shares outstanding. Of this, all 
the directors together held some 22,774, or less than three- 
tenths of 1%. 

Holdings of the 11 inside or “working” members of the 
board came to 9,574 shares. Of this amount, just three 
officer-directors—Colbert, Newberg and veteran Charles L 
Jacobson, v-p for dealer relations—owned 6,391. 

Some of the ten outside directors themselves manage 
large business enterprises. Others are in finance and law. 
But with three exceptions, their personal “interest” in 
Chrysler's future is nominal. 

More than half of this group's combined share owner- 
ship of 13,200 is held by Juan T. Trippe of Pan Am World 
Airways (whose membership on Chrysler's board goes back 
to 1936). Trippe holds 7,000 shares. Next to him in both 
seniority (1937) and ownership is James C. Brady. Through 
his Brady Security & Realty Corp., New York, he owns 
about 3,000 Chrysler shares. W. Alton Jones of Cities 
Service (1945) has 2,000. 
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associated with a great and growing 
company.” 

To their fellow workers, Colbert 
and Newberg conceded that “we have 
lived through rough times together.” 
But “now we are ready to make a 
real bid.” 

Chrysler's publicists were busy 
letting investors and writers have a 
copy of a current analysis by Detroit- 
based investment house, William C 
Roney & Co., which said that Chrys- 
ler was emerging from “hard times.” 
It was making “substantial forward 
ge . . » in dealer organization, 
abor relations, supplier dependence 
and basic product improvement.” 
Roney ie that “Chrysler's 
profit potential is common knowledge 
among investors.” 

To the managers, Colbert ad- 
mitted that Chrysler had been slow 
to meet the ‘50's. “The kind of com- 
petition we were facing required a 
vast rebuilding job.” 

In these ten vears, the managers 
learned, Chrysler has 


® Doubled total assets to $1,440 
billion 

® More than doubled payroll, in- 
cluding benefits, to $991 million 

® More than trebled investment in 
plant and equipment, after deprecia- 
tion, to $590 million 

At that meeting no one mentioned 
that Keller (for all his failings) had 
kept the outfit free from long-term 
debt 

Neither was it reported that, after 
eight years, Chrysler's shareholders’ 
investment had grown only from $548 
million to $679 million 

And no one told how far, in the 
fortuituous °50’s, Chrysler had failed 
to compete 

After all, the °50’s died last De- 
cember. The "60's are something else 
again 

To employees, Colbert and New 
berg pointed out that the manage- 
ment is “concentrating . . . as never 
before .. . on the retail market . . 
to make sure we are well represented 
in the right locations.” Chrysler is 
“expanding training centers for sales 
fw service . . . and working with 
dealers to make sure their manage- 
ment practices are geared to volume 
sales.” 

Chrysler, they emphasized, has be- 
come “market-minded.” 

In motor marketing this means not 
only guessing 30 months ahead what 
the prospects probably will go for, 
but shooting the works to give it to 
them. Nobody's guessing average 
has been perfect. By the time of its 
introduction, Ford’s Edsel already 
was a $250-million anachronism. Even 
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EXECUTIVE BLOOD PRESSURE—high or low? At New York’s Executive Health Center, these quick tests save much VIP time. 


Now, Medical Check-ups 
To Fit Executive Schedules 


Like most businessmen we have 
been sold on the importance of an an 
nual medical check-up. Like too many 
people we dragged our feet at going 
through the medical mill: Time is 
money, such exams are expensive, 
usually taking several days. Recently, 
however, we heard about a new type 
of examination that sounded so pain- 
less, so easy and for what you get, so 
inexpensive, that we decided to act as 
guinea pig for you. Several days later 
we turned up, appointment card in 
hand, at one of Manhattan's sleek new 
East Side office buildings, a stetho- 
scope’s throw from Fifth Avenue 

On the fourth floor the elevator 
doors opened on a carpeted reception 
room, bathed in soft, indirect lighting 
Vivid orange tweed chairs and over- 
size sofas were grouped in front of a 
pretty receptionist’s desk. There was 
The atmos- 
phere was relaxed and comfortable 
This is Executive Health Examiners, 
New York headquarters for a de- 
yarture in guarding the executive's 
Prealth through a rigidly controlled an 
nual check-up 

No patient is accepted at these cen 
ters without 


no sound of typewriters 


an appointment Im 
mediately on arrival, he is taken to a 


head nurse who spends a few minutes 
getting vital statistics. Then the pa- 
tient 1s assigned a dressing room, 
given a white surgeon’s suit to wear 
during the examination and directed 
to an attractive sitting room furnished 
with comfortable chairs, magazines, a 
TV set. Here he will spend the few 
minutes between the various parts of 
the examination. Here he may be 
SsceTve d if he like Ss hot coffee and cot 
fe < ¢ ake 

Waits are short. No more than ten 
minutes is ever wasted between the 
several phases of the examination 
There are friendly nurses in attend- 
ance who brief the patient on the next 
stage of the exam 

EHE provides complete diagnostic 
and medical check-up programs 
preferably on an annual basis — of the 
sort that, until recently, required 
several days’ stay in a hospital, with 
resulting havoc to the executive’s work 
x hedule They have usually involved 
boredom, heavy expense and the im- 
personal attitude characterized by hos- 
pitals. This New York clinic is but 
one of several scattered over the coun- 
try. Like the others it provides every 
facility for a thorough medical exami 


nation. Often it provides equipment 


Sales Management 


and services that smaller hospitals can- 
not. The average check-up takes 
about two hours, costs anywhere from 
$75 to $125, depending on the need, 
or lack of it, to investigate in depth 
any questionable health condition 
turned up in the examination. 
Executive Health Examiners is 
staffed by specialists in all phases of 
medical diagnoses, a resident physi- 
cian who directs the activities of the 
clinic, a battery of trained nurses and 
technicians. In these respects it is 
like any good hospital. But in con- 
venience, in time saved, in atmos- 
phere, the resemblance disappears. 
For this center like its brothers—The 
Dr. Robert Rehm Clinic at Asheville, 
N. C.; the Greenbrier Glinic at White 
Sulphur Springs; the Thompson and 
Associates Clinic, Chicago—goes to 
great pains (and expense) to remove 
the clinical, impersonal aspects of that 
too-often frightening prospect, the 
complete medical examination. 
Executive Health Examiners is a 
medical group. It rents the Executive 
Health Center, including equipment, 
secretarial and office personnel, from 
Clinical Facilities. The New York 
Clinic is, at the moment, the only one 
of the several with full-blown rela- 
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Now, Medical Check-ups 
To Fit Executive Schedules 


continued) 


RELAXING SURROUNDINGS take clinical atmosphere out of check- 
up. Appointment system precludes jammed up reception rooms. 


t onship to 


Clinical Facilities The 
others are more loosely tied: some 


merely rent administrative services 
But applications are coming in from 
physicians in several additional cities 


What are the 


such a clinic as op s0sed to a hospital? 


idvantages offered by 


Aside from the time saving, the pleas- 
int the personal 
touch, there is a decided money 


vantage to the executive who chooses 


atmosphere and 


ad- 


this new method of assessing the state 
of his health Since 


served at these clinics, no night nurses 


no meals are 


ind other administrative costs are in- 
volved, the cost of an examination, say 
Clinical Facilities spokesmen, is often 
half that of a similar examination in a 
hospital. And because the executive 
is moved quickly from one test and 
examination to the next, the time ele 
ment is more than halved 

There are no full-time physicians at 
tached to the New York operation ex- 
cept for the medical directors All ot 
the doctors connected with Executive 
Health 


cialists in 


Examiners are certified spe 


internal medicine or pro 
tology who hold appointments in the 
40 
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clinic just as they would in a hospital 
Each of the 40 phy sicians comes in 
one or two days a week k 


have a successful private 


Each must hold a teaching appomnt 


ment at a medical college 


No treatments are 


rach must 


given to the 


AND AWAY THEY GO: These white-garbed patients 
will receive a thorough check-up in a couple of hours. 


tient at these centers. But a complete 
report of the findings of the examina 
tion is sent to the executive's family 
physician 


And 


the executive is 


pra hice 
i week after the examination 
isked to return to the 


center, where a physician goes over 


pa 


10:25- 
10:30 


10:30 
10:35 


10:35—10:47 


10:49—10:52 


10:53—10:56 


SM’s Guinea Pig: 


He Got a Check-up 


Checked in with head nurse 
Donned 


surgeon’s suit in private dressing room 


Forgot to pin identification tag to suit. Sent back to 
showers 

Escorted to handsome sitting room, presented with 
coffee, coke—and personal history form to fill in. 
Weighed, measured, X-rayed by pretty nurse. Dis- 
covered | had grown half an inch since last time 
measured—20 years ago. (Nurse informed me nose 
and ears continue to grow throughout lifetime!) 

To Lab Several 


small tubes-full of blood removed from arm. Firmly 


escorted by another pretty nurse 


19, 1960 


TICKER CHECK: Before electrocardiograph test to check patient's INSIDE STORY: Patient is allowed to know his progress 
heart, nurse explains process reassuringly; later he sees chart. throughout exam. Here he looks at his X-ray pictures. 


COFFEE BREAK: Between tests, patients relax with television, receive LADY EXECUTIVES, TOO: Executive Health Exam- 
coffee and snack. Waiting time is always kept to a bare minimum iners also puts the fairer sex through exams. 


with him, in detail, the results of the tion or should be given treatment! @ Full medical historv—family\ 


background, diseases, operations 


tests and examinations A simple chest thumping and 
How important is such a check? A urinalysis given by the family physi- 

recent analysis in the AMA Jourmal cian, may create a false sense of Head-to-toe examination 

reported that two out of three such security A minimum program—and X-ray of heart and lungs, electro 

complete examinations reveal som Executive Health Examiners goes be- cardiogram 

form of disease that re juires observa vond this—includes 


Rectal examination both digital 
and sigmoidoscopic 


e Blood count and urinalysis 

e Eve and ear examinations 

told same was red, not blue as had always thought While the patient is going through 
Third pretty nurse administered electrocardiograph, test stages, the personal and family 
history of diseases and operations, to- 
gether with completed tests, are being 
studied by a doctor. Toward the end 


of the examination the patient spends 
Long heart-to-heart discussion with examining physi- about half an hour with this doctor 


assured me process would be painless (it was), 


showed me results which looked like Fordham Seis- 
mographic reading 


cian. (He offered me three cigarettes while telling who explains the findings*to him. At 
me | should give them up and get a few pounds this time the doctor decides if fuller 
on my bones. tests in some areas are advised 
Many nationally known corporations 
are using this New York clinic for its 
executives. Among them: Avon Prod- 
ucts, Corning Glass, General Dy- 
Final discussion with doctor (“You'll probably live namics, Ford Motor Co., United States 
to be 93: You skinny ones so often do.’ Steel Corp., Reynolds Metals 
They've found that the ounce of 


Rectal proctoscopy. Only distasteful aspect of entire 
exam. (But performed with a nice sensitivity to my 


nice sensitivity.) 


prevention pays off. @ HW 
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Who Should Guide 


Product Development? 


THE SETUP: Medium-size industrial company with product line 


unsuited to spectacular market “firsts.” 


THE PROBLEM: Where to place product responsibility to get the 


most from the market. 


THE SOLUTION: Give it to the sales managers! 


How important is the sales man- 
iwer’s role in product deve lopment? 
And how 


development be to an industrial com- 


important can produc t 


pany whose greatest challenge is 
keeping up with constantly changing 
customer needs? 

Terrifically important decided lef 
ferson Electric Co. four vears ago 
n both counts And thus decided 
the company (manufacturers of spe 
ialty transformers and electric clocks 
took steps on both counts, charging 
its sales managers with products, in 

oT iphical ireas. In so 

firm paved 

s ile S climb 

1 1959 vol 

move lay recogni 
biggest problems 
] 


industrial manutac 


AT BI-WEEKLY SALES MEETING product sales managers air 
problems for GSM Bert Farrell (far left 
end of table) reports on distributor sales, field problems. 


42 Sales Management 


turer: How to keep from missing mar 


kets, losing profits, when swiftly 


changing customer needs demand 

regular re-evaluation of product lines 
where to place product responsibil 

ity when a growing product line is 

the key to growing sales 

says Bert Farrell, Jef 


terson Elec tric 's general sales man 


“Obviously,” 


ager, “our sales managers are in the 
best position to tell us where the 
product line should be expanded, r 
vamped and updated in terms of 
what we can reasonably expect to 
sell The trouble was that we were 
not receiving the benefits of this ex 
ecutive sales talent in the vitally im 


portant area ot pr duct lev 
ment.” 

the gap between 1 pia 
market needs and product 


IE set up fou 


lo close 
changin 


’ 
. 
planning 


Here E. J. Fallon 
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MONTHLY PRODUCT MEETING 
development, does not include the GSM. This time Fallon 


groups consumer: products, distribu 
tor sales, special products and light 
A product sales manager 
was placed in charge of each group, 
given sharply defined product respon 
sibility 

“Until that time,” 
rell, “valuable product information 
was lost simply because the one sales 
manager in charge could not pos- 
sibly accumulate, evaluate and rec- 
ommend the vast amount of product 
information arriving from the field 
Now there are four expert sources of 


ing sales 


recounts Far- 


these field sales data—sources capable 


of translating them into tangible 
product recommendations. — 

The company describes the “in 
ternal-external” position of its four 
product sales managers by explain 
ng that the items for which each 


manager has internal product resy 


is concerned with product 


concentrates on upcoming additions to his product group. 


How to melt $11 


This year’s $11 billion in advertising is pushing, pulling 
whispering to and shouting at the consumer. His defense: 
frequently icy indifference. 

The modern marketer has to light quite a fire to un- 
freeze the consumer's mind, warm his heart and loosen 
his steely grip on the pocketbook. He needs an advertis- 
ing medium that gets his message seen 
people .. . with high frequency. 

There's no better way to cut the ice 
with consumers than through the Ai- 
frequency magazine — The Saturday 
Evening Post. Your advertising mes- 
sage isn’t lost in a ho-hum flurry of 


... by the right 


‘Billion worth of ice 


dial twirling and page flipping. The Post’s unique and 
absorbing editorial content makes readers linger longer 

spend more time with your ad. . . return to it more 
often. That’s what researchers call Ai-frequency Ad 
Page Exposure (APX). Your ad page in the Post gets 
a walloping 379% more exposure to the individual reader 
than the same ad in the other big general weekly. 

In short, to melt away consumer ad- 
vertising resistance, your ad needs a 
place in the sun. Make that place in 
the sun a space in The Saturday Eve- 
ning Post 
hi-frequency advertising. 


The Saturday Pvening 
| ()) , | your number-one buy for 


THE INFLUENTIALS MAGAZINE 


YOU GET THROUGH TO PEOPLE (INFLUENTIAL PEOPLE) IN THE POST 
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RODUCT Mt FACTS 


(at the | 
fingertips) | 


A Perrygraf Slide-Chart is a tested, powerful tool for 
more efficient and profitable selling. These simple 
devices put essential facts about your product at the 
fingertips. Just turn a dise or pull a slide to tell 

a sales story, select the proper size and style, show how 
equipment operates, or solve an engineering 

problem. If you have a complicated or demonstrative 
sales story to tell, you need a Perrygraf Slide-Chart. 
FREE 16 page, full color booklet showing how Perrygra/ Slide-Charts , 


can work for you. 122 case histories. Write for free copy 


PERRYGRAF PERRYGRAF 
CORPORATION SLIDE.CHARTS 


1500-C Madison Street, Maywood, lilinois 150-C South Barrington 
Avenue, Los Angeles 49, Calif Saies Offices in Principal Cities 


Fly Delta's Big Jets and 
close that sale faster! 


World’s Finest . . . Convair 880’s- Douglas DC-8’s 


Only Delta flies both champion Convair 880 and mag- 
nificent Douglas DC-8 Jets... linking important east- 
ern and midwestern cities with the South .. . flight 
times so brief that half the nation is now one majo! 
market! 

Delta jets serve New York @ Atlanta © Miami © Tampa © New 


Orleans @ Detroit @ Chicago © Houston © Memphis ¢ Dallas 
® Ft. Worth 


the air line with the BIG JETS 


Powered by General Electric 
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sibility are the same ones for which 
he has external sales responsibility 
Typifying the results of the re 

alignment, now that new products 
are no longer strictly in the hands 
of an internal product manager one of 
the companys product lines has 
grown from eight to 40 items—and 21 
of the additions have been initiated 
by Sales 

When Sales saw a market for 
mercury vapor lamps to be used in 
high-bay, high-temperature locations, 
such as mills and heavy industrial 
plants, development of a high-am 
bient temperature, indoor mercury 
lamp ballast was started immediately 

When salesmen noted that cus 
tomer installers had a habit of pick- 
ing up certain transformers by their 
wire leads (which often led to even 
tual electrical failure), the company 
came up with the convenient satchel 
handle now used on all of its out 
door mercury transformers 

Another innovation which start 
ed with Sales’ follow-up of a customer 
need has produced a power groove 
ballast that requires half the handling 
time of its predecessor 


& The co-ordination between Sales 
ind Engineering is extremely close 
If the sales department sees a market 
for a new product, Engineering is 
asked to look into its technical feas 
ibility. If Engineering foresees a 
technical possibility, Sales is asked to 
determine its market potential 

“This kind of dual ‘internal prod 
uct’ and ‘external-sales’ responsibil 
itv,” continues Farrell, “has stream 
lined our marketing management, and 
we consider this a happy by-product 
But it only happens when product de 
velopment is under the direct super 
vision of sales management.” 

Since Farrell describes the efforts 
of his sales force as a “push through” 
operation, Technical Services is a 
“pull through” effort It is a force 
applied from the opposite direction 
and, instead of meeting existing mar 
kets, is creating new markets for 
Jefferson products, by working direct 
ly with various specifying agencies 

Marketing Services is the strategic 
irm of the sales division. It analvzes 
the day-to-day tactical intelligence 
from the field and plots the company’s 
long range sales objec tives 

Crediting the product responsibil 
itv switchover with JE’s new sensi 
tivity to its markets, Farrell goes on 
to say: “The marketing revamp has 
given us the steep sales climb we're 
now enjoving, but, even more signifi 
cant! we've actually bucked indus 
tr trends over the past five vears 
And weve managed to plateau-out 
on severe dips in our industry.” @ 


MORE 
CUSTOMERS 


that’s what you get when you 


Sell the corporate giants... 
plus half-a-million other 
up-and-coming business firms 


When you advertise in Nation's BusiNEss, you buy values no 
other publication — general consumer, newsweek kly, b business 
month , weekly or daily — can offer. First, you get 750,000 
ABC circulation — the biggest business and industry package 
on the market. And, even more important, it's just as big in 
quality as it is in quantity. Nine out of 10 of its readers are 
men with a decisive voice in their companies’ plans, policies, 
and pur . 

Here's what you find when you analyze the circulation: 
coverage of the nation’s 500 top industrial firms — with some 
23,000 owner-executive subscribers; breadth of coverage 
throughout business in manufacturing, distribution, finance 
and business services — with subscribers in some 500,000 
medium-sized companies across the land companies 
which, in themselves, represent a tremendous market for 
any advertiser who sells goods or services to business. 


CONCENTRATES ON BUSINESS 


You'll find Nation's Business, editorially 
an ideal magazine for telling your business 
It's about business, from front cover to 
and business only. Month after month 
t gives 4 useful }OOK alecad af important na 
nal issues and tells what businessmen should 
them in thei 
level pments in 
ow they will affect business. And it 
siness lems, throws light 

management solutions. Its readers are in a 
siness frame of mind when they turn to its 
pages—your advertising ches them at a 
time when they re open to whatever new ideas 

Of suggestvions you may have to ofter 


Presidents, Owners, Partners... 


If you asked your sales department to compile a list of business executives 
of the size of Nation's Business circulation, they couldn't come up with a 
more important group of executives than you buy in Nation's Business. 
Look at these facts: among Nation's Business 750,000 subscribers are 
77,250 presidents, 445,400 owners and partners, 2,500 board chairmen, 
38,000 general managers, and 53,400 other corporate officers. These are 
men who shape their companies’ policies . . . develop their new products . . . 
forge their sales strategies okay their purchases of equipment and sup- 
plies... the men you'd seek out to talk to yourself if it were physically pos- 
sible to get out around the country and call on all their companies in person. 


advertise in NATION’S BUSINESS 


| Ba 


District Sales Manager finds NATION’s Business helps solve sales problems : 


“Ours is o big-ticket line, and it involves thot we hove to call on the men at the top 
selling an ideo of a benefit os much as alll along the line. These are the only men in 
selling equipment. We have co couple of a position to buy. And we find that our 
pretty big industrial customers in this terri advertising in NATION'S BUSINESS makes it c 
tory, but the solid core of our business is the lot easier for us to get in to see them. They 
hundreds of comparatively wmolier manu- know our name and our products. So, often 
focturers in our soles orec. Biggest problem when we coll, we get right through and are 
we hove is getting to coll on them at least given c good hearing. Our company's od 
© couple of times o year, ond then getting in vertising is a big help in getting those doors 
to see them when we get there. We find open to us 


Dollar for dollar 
best buy 


Prospect for prospect, and dollar for dollar, 
you'll find Nation's BuSINESs an ideal basic 
medium for getting your sales story to 
“hard-to-see” executives . . . for creating 
company and product acceptance in ad 
vance of salesmen's calls . . . for unearthing 
prospects you haven't had on your lists § i be 
before—even including some you may not 


have suspected existed. So, if you've been MARKET 
paying mass-magazine rates to reach busi 
nessmen, look into Nation's Business. | id 
You'll find it far and away your best busi 
ness advertising buy! 

YOU USE NATION'S BUSINESS 


TO SELL MORE 
OF THE NATION'S BUSINESSMEN 


Nation's Business 


NATION’S BUSINESS 


Advertising Headquarters, 711 Third Avenue, New York 17, N. Y. 


Sales Management August 19, 1960 45 


Here They Come Again— 


Closed-Door 


Discounters 


Are on the Move 


Trends in retailing, as in most other facets of 


U. S. business, almost always have their 


counter-trends. Now that the “classical” dis- 


counter is getting more like the legitimate 


store—here come membership cards again. 


By JAMES C. CUMMING 


Vice President 
Chirurg & Cairns, Inc 


There’s a new twist to the card 
issuing, closed-door discount house 
ind it’s something that every sales 
manager, every salesman, every manu 
facturer should keep under his watch 
ful eye. It’s a development that you 

in't dismiss by saving “It’s like 
Master's” r like a dozen other dis 
count houses you know about. Many 
yf the familiar stores issue member 
ship cards, but most of the ones we're 
talking about not only issue them 


they charge for them, and they take 


them very seriously. These new closed 


4 


NO FRILLS—But no loft discounter either. 


This GEX store in 


Oklahoma City is a far cry from the “pipe-rack” operations. 


door discount stores are large, mod 
ern, well-stocked and resemble their 
predecessors only in name and form 

Master's, you will recall,. issued 
membership cards in its early days 
in an effort to protect itself from fair 
trade snoopers and similar annoy 
ances It soon found it could cut 
prices with impunity for the most 
part, and — the cards 

The closed-door discounters that 
we're referring to started about ten 
years ago when Fedco opened in Los 
Angeles. Today there are nearly 80 


ALL UNDER ONE ROOF—From soft goods to jewelry—all at discount prices. The new 
membership-card stores enforce membership fees and offer real price discounts. 


46 Sales Management 


August 19, 1960 


of this type of discounter in business 
They are spreading steadily eastward, 
and their total annual volume is in 
the neighborhood of $300 million 
They have stores in California, Ore- 
gon, Washington, Utah, New Mexico, 
Arizona, Colorado, Mississippi, Okla 
homa, Texas, Louisiana, Minnesota, 
Iowa, Illinois, Indiana, Georgia, Ten 
nessee and Ohio. They even have 
their own association for exchanging 
information. It was formed in 1957, 
is called the National Association of 
Consumer Organizations (NACO) and 
has 14 member companies. Its mem 
bers operate 31 stores and claim an 
annual volume of $200 million 

rhe difference between these stores 
and conventional stores is that they 
start with a definite and prescribed 
customer target. The name of the 
store often comes from this target 
Fedeco, for example, stands for Fed- 
eral Employees Distributing Co. The 
initial members may be military per 
sonnel, union members, employees of 
large industrial firms, teachers, city 
employees, active and retired state 
and Federal employees or any other 
selected segment of the market. The 
chosen target is one with a steady, 
and preferably modest, income. The 
members pay a fee — usually $2 — for 
their membership cards. This makes 
them “a member of the club” and 
permits them to enter the store and 
take advantage of the discounted 
prices (continued on page 48) 
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Binanctal Responsibility DC's growth 
has been rapid but sound, dating from 1932 and a two-truck 
operation between Denver and Chicago. For the past 10 
years, D-C has been a nation-wide system with 18 terminals 
serving points reaching to both coasts. Revenues in 1959 
surpassed $40,000,000. Cargo and liability insurance of 
$5,000,000 per unit is a further guarantee of reliability. 


Our (qu HI lara mut CBC 


D-C 
Whether 


to you: 


j i ! 
offers you f one na « the best 


you're shipping a full tr 


a small carton—whether the des 


3000 miles distar t 


your shipmént 


we guarantee 


yet, the san 


attention and 


One-carrier direct service coast-to-coast 


D-C’s 10,814 mile coast-to-coast system is under single- 
company ownership and management--giving you true one- 
carrier direct service between points served by D-C. One- 
carrier control and one-carrier handling avoids delay—is 
your guarantee of speedy, safe delivery. 


Rigid Standards of SAFETY 


D-C's safety record is consistently 
among the highest—with award after 
award a tribute to the skill of D-C driv- 
ers. Freight handling practices and 
facilities are constantly being reviewed 
and improved. For years claim-free 
shipments have averaged well above 
99%—your guarantee of safe handling 
of your shipment. 


Modern, safe equipment 


D-C's fleet numbers well over 2,000 highway 
units. All are kept in top-operating condition by 
periodic inspections and service checks. Main- 
tenance facilities are located at key points on 
the system, manned by skilled mechanics. D-C 
road equipment is new and diversified—to serve 
both your routine and special shipping needs. 


D-C 
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Dependability 


Shippers have relied on D-C for 
almost 30 years. This con- 
fidence stems from experience 
and is your assurance that your 
shipment, whether large or 
small, will be handled with care 
and delivered swiftly. 


For GUARANTEED service call 


TERMINALS: 

Albany, New York UN 9-8416 
Buffalo, New York RE 3910 
Chicago, lilinois LA 3-7440 
Cleveland, Ohio SH 9-1666 
Colorado Springs, Colorado ME 2-1486 
Denver, Colorado OU 8-4567 
Detroit, Michigan Vi 3-9505 
Evansville, indiana HA 3-6487 
Kansas City, Missouri HU 3-9343 
Los Angeles, California AN 8-8211 
Louisville, Kentucky ME 6-1361 
New York, New York LO 4-3320 
North Bergen, New Jersey UN 3-0900 
Owensboro, Kentucky MU 3-5363 
Phoenix, Arizona AL 8-5321 
Pueblo, Colorado Li 3-4425 
St. Louis, Missouri CH 1-7830 
Seattie, Washington MA 4-3850 
Syracuse, New York HA 2-5177 


OFF-LINE SALES OFFICES: 
Boston Philadelphia: 
*Cincinnati *Portiand, Ore. 
*Dayton Rochester, N.Y. 

**Ft.Wayne **Rock Isiand, Ill, 

**indianapolis San Francisco 
*Milwaukee South Bend, Ind. 
Nashville Washington, D.C. 


wow Vert *With Trailer Pool 
** Trailer Pool Only 


For the finest and fastest in truck 
service nation-wide . 


. always specify 


. the Dependable Carrier! 


DENVER CHICAGO TRUCKING CO., INC. 


The ONLY direct coast-to-coast carrier! 
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The trend of the stores is to 
broaden the membership base stead- 
ily. Fedco started with 200 Federal 
employees, then opened its rolls to 
state and municipal employees, and 
in 1958 expanded to employees of 
non-profit organizations in the educa- 
tional, scientific and religious fields. 
In Kansas City, ECO started as a 
store limited to union members only 
Later, with the opening of its second 
store, anvone who wanted a mem- 


bership card could have one for $2. 
As you would expect in any group 
of stores operating independently and 
competitively, there are many varia- 
tions in the, membership require- 
ments. Some permit the card carrier 
to bring “guests.” Some charge $2 
the first year and $1 a year for re- 
newals. All of them, however, retain 
the membership charge and check 
constantly to see to it that customers 
without cards don’t get the discounts 


This results in many advantages to 
the store operator. It results in the 
virtual elimination of credit losses, 
according to MORE in Los Angeles. 
It gives the customer a strong sense 
of loyalty to the store. Most of the 
stores claim a smaller than usual ratio 
of losses from pilferage and bad 
checks. 

Best of all, the paid-card system 
gives the store an excellent mailing 
list - and they all use this list as the 


Here Are the Leading Closed-door Discount Stores 


ABC Union Store 
AGE (Affiliated Government 
Employees) 


ADC (Albuquerque Government 


Employees) 
CAL (Consumer Associates) 
Consumers Mart of America 
David's 
ECO (Employees Consumer 
Organization) 


The Exchange 


FAIM (Federal and Industrial 
Mutual) 


FAME, Inc. 


Fedco (Federal Employees 
Distributing Co.) 


Fed-Mart 


Go-lo 


GEE (Government Employees 
Enterprises) 


GEM (Government Employees 
Enterprises) 


*Opening in 1960 


The rapid move eastu ard of closed- 


Santa Ana, Cal. 


Oakland, Cal. 
Vallejo, Cal 


Albuquerque, N.M. 


Santa Rosa, Cal. 
Chicago, Ill. 
Wichita, Kan 
Kansas City, Mo 
Kansas City, Kan. 
Omaha, Neb 
Savannah, Ga 
Beaufort, S.C. 
Macon, Ga 


Salt Lake City, Utah 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 
Los Angeles, Cal. 
Van Nuys, Cal 


Lakewood Village, Cal. 


San Diego, Cal. 

San Bernardino, Cal 
San Diego, Cal. 
Phoenix, Ariz 
Houston, Tex. 

San Antonio, Tex 

El Paso, Tex 
Anaheim, Cal.* 
Denver, Colo. 


Sacramento, Cal. 


Alexandria, Va. 
Denver, Colo. 


Honolulu, Hawaii 


Gem (continued 


General Products Co. 
GET (Government Employees) 


GEX (Government Employees 
Exchange) 


GOVCO 


Gov-Mart (Government Em- 
ployees Associated, Inc.) 


Gov-Way 

GPM 

Gulf Mart 

Lane Sales Co. 

Merchandise Mart of Oregon 
MGE (Military & Government 


Employees Purchasing House) 


MORE, Inc. 


Post Office Employees Co-op 
SAGE 


SEE 
Shoppers City 
Thriftco 


Union Store 


United Wholesale Distributors 
Co. 


Kansas City, Mo. 
St. Lovis, Mo. 
Minneapolis, Minn. 
Wichita, Kan.* 
Knoxville, Tenn. 


San Francisco, Cal. 


Oklahoma City, Okla. 
Atlanta, Ga." 
Norfolk, Va.* 


Indianapolis, Ind. 


Seattle, Wash. 


Phoenix, Ariz 
Albuquerque, N.M 
San Antonio, Tex 
Eugene, Ore. 
Portiand, Ore. 


Colorado Springs, Colo 


Long Beach, Cal. 
Northridge, Col. 
San Gabriel, Cal. 
Los Angeles, Cal 
Van Nuys, Coal.* 
Des Moines, lowoa 
Dallas, Tex. 
Houston, Tex.* 
Sacramento, Cal. 


Topeka, Kan.* 
San Diego, Cal 


Montclair, Cal. 
Arlington, Cal. 
Omaha, Neb. 


door discount houses is pinpointed by new survey results released early this month by 


the National Retail Merchants Assn. The surt ey discloses that closed-door discounters are now operating also in these 
states: Arkansas, Florida, Kentucky, Maryland, Michigan, New Jersey, New York, Rhode Island, Virginia, and Wash- 


ington, D. C 


ee 
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Alice in Numberland 
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CHAPTER [| 
Tweedledum and Tweedledee 


“They were standing under a tree, each with an arm around the other's neck, 
and Alice knew which was which in a moment, because one of them had 
‘DUM’ embroidered on his collar, and the other ‘DEE’.” 
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Do claims of competing media sound as alike as Tweedledum and 
Tweedledec? If so, we suggest basic comparisons that wil! reveal 
hig differences lifferences that are vitally important to you 
in reaching and selling the metalworking market. For example... 


Compare PRODUCTION's circulation to all other metalworking 
publications. You'll find that 99.19% of PRODUCTION's total 
lation of over 31,000 readers is concentrated in actual metal- 
working plants. The average for other “metalworking” maga- 
zines is only 71.99%! Clear proof that PRODUCTION alone is 
the full-time magazine of manufacturing. 


circu 


Compare, too, PRODUCTION '’s unmatched and highly realistic 
circulation balance of nearly two engineering men to each man- 
ufacturing management executive. Add to this the fact that PRO- 
DUCTION 's restrictive circulation policy allows copies to be sent 
to the reader only at his company address — guaranteeing un- 
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paralleled pass-along readership. In addition, over 99% of all 
PRODUCTION subscriptions are addressed not in the company 
name, but to the individual by name and by title . a total 
package providing PRODUCTION advertisers unsurpassed 
efficiency in selling to the men who make the buying decisions 
in the plants which buy over 859% of all metalworking equip- 
ment, materials and supplies. 


Let us help you take the Tweedledum-Tweedledee out of media 
statistics. Comparison charts, based on sworn BPA and ABC 
figures, are yours upon request. Want more proof that PRODUC- 
TION reaches your markets effectively? We'll conduct a special 
survey—at our cost—directed to your customers and prospects. 
We're confident it will prove to you that PRODUCTION is an 
exciting, useful and effective supplement to your sales efforts. 
Call your PRODUCTION representative or write us direct. 
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PRODUCTION 


the magazine of manufacturing 


Bramson Publishing Company, Box 1, Birmingham, Michigan 
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LOOKING 
FOR 
SALES 
MANAGERIAL 
TALENT ? 


lf you have a top-drawer 
sales executive job to offer, 
and wish te concentrate on 
top-drawer prospects, 


Sales Management 
magazine. 


Space this size would 
cost $304. 


For rates on space in 
other units, write: 


Randy Brown, 
Vice-President, Sales 
Sales Management 
630 Third Ave., 
New York 17, N.Y. 
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basis for most of their promotional 
effort. MORE, for example, publishes 
the Buyer’s Digest, a monthly house 
organ, which goes to all its members. 
It carries editorial material as well as 
advertising — articles written to inter- 
est its customers, most of whom are 
Government workers. GEM, in Min- 
neapolis, similarly publishes a house 
organ, the GEM Family Journal 
FAME, in Columbus, puts out a 
monthly magazine. All of them use 
conventional direct mail advertising 
material, and some use newspaper 
advertising as well. Most of them 
direct their newspaper advertising at 
getting new enone applications, 
rather than direct sales 


> The interesting fact about all this 
is that most of the closed-door dis- 
counters keep their promotional ex- 
pense in the neighborhood of 1%, 
with very few going as high as 3% 

These stores are as broad as they 
can be in their policies on service to 
customers. While they are self-service 
stores, they all offer plenty of parking 
space and convenient hours. Usually 
> are open seven days a week, and 
six nights. Their credit policies are 
similarly liberal. They have 30-day 
charge accounts, revolving credit and 
installment plans 

Who's getting hurt by these stores? 
As usual, the established merchants 
in the cities where the closed-door 
discounters are operating are feeling 
the competition most keenly. The re 
action of the department stores, par 
ticularly, is the same as it would be 
toward any other discounter or un 
orthodox retailer. A Dayton retailer re 
marks, “It was bad enough when food 
markets and some neighborhood fur- 
niture stores remained open on Sun- 
days. When the major discount houses 
started keeping Sunday hours, our 
backs were broken.” 

The alarm of retailers in general 
over the spread of this new-twist com- 
petition is such that Women’s Wear 
Daily recently did a series of six 
articles, called a “trend check,” to 
alert the market to the situation 
“Discount stores are blanketing the 
nation,” the trend check reported, 
“as closed-door units mushroom out 
from the West Coast and open-door 
units spread out from the New Eng- 
land area. By the year’s end, closed- 
door stores will be operating in some 
22 states, including Hawaii. Open 
door discounters will be in at least 29 
states, including Alaska.” 

In St. Louis, where GEM is the 
big closed-door discount store, one 
department store has tried to strike 
back. In a newspaper advertisement 
illustrated with a kitten and a skunk, 
the store said, “You can tell a cat by 
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his stripe, just as you can tell a bar- 
gain from a discount deal. There's a 
difference, as there is between a pole- 
cat and one of the feline variety. 
Sure, you can find items at so-called 
discount prices, but what's behind 
those prices? The confidence that the 
stove will back you 100% should 
something go wrong? How about de- 
livery to vour door and credit terms? 
Here you pay no registration fee; you 
need no card. Regardless of where 
you are employed or whom you 
know, everyone can take advantage 
of everyday low prices at Stix, Baer 
& Fuller.” 

There are complaints from Con- 
sumers Mart of America, in Chicago, 
that the Chicago newspapers are re- 
fusing its advertising copy. When 
checked, the Tribune admitted that 
it wouldn't accept the store’s adver- 
tising for policy reasons, the Daily 
News and the Sun-Times said Con- 
sumers Mart did not qualify for local 
rates, and the American stated that it 
had never turned down the advertis- 
ing 

When GEM opened in Minneapo- 
lis last summer the reaction of The 
Dayton Co. was similar to that of 
Abraham & Straus when E. J. Kor- 
vette opened in Brooklyn. Dayton 
and other retailers met GEM prices 
until the manufacturers involved in- 
voked the Minnesota Fair Trade law 
and forced fair trade minimums on 


GEM 


> Of greatest importance to you as a 
manufacturer are the lines sold by 
the closed-door discounters You 
should think of most of them as being 
just as completely stocked as depart- 
ment stores, with some even more so! 
Like other discounters, they do a big 
business in appliances, but soft lines 
make up as much as 50% of their 
volume. In this area, 25% to 50% of 
the apparel lines sold are national 
brands, and all of it is first quality 
Super market operations, too, seem to 
be part and parcel of most of the 
membership stores. GEM in St. Louis 
is unusual in not including a super 
market operation, but the GEM stores 
in Denver and in Colorado Springs 
are both expanding to include super 
markets. Some of the stores have 
laundromats, dry cleaning plants, drug 
departments. They sell auto acces 
sories, and even boats and general 
insurance. A few operate gas stations 

The important thing is to know 
about the closed-door stores, to watch 
them closely in relation to what 
you're selling. Selling to them will 
be an individual consideration, de 
pending on your product line and the 
possible effect on your “normal” re- 
tail distribution. @ 
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EDITOR & PUBLISHER 
NEWSPAPER PROMOTION 


EDITOR & PUBLISHER 
NEWSPAPER PROMOTION 


EDITOR & PUBLISHER 
NEWSPAPER PROMOTION 


The Philadelphia Pnguirer 


Good Mornings begin with The INQUIRER 
for 1.433,000 aduit daily readers 
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The demand fo 
solid news and 
information 


news and information. You hear more 
and more comment, too, about the 
growth and success of these publications 


primarily devoted to this news. 
And surely you have noticed how often 
“U.S.News & World Report” is cited as 


You hear more and more comment in 
publishing circles about the growing 
need on the part of readers for solid 


the prime example of the growth trend 
in this field. 


This growth is documented in the para- 
graphs that follow. The facts make two 
things clear: 

1. “U.S.News & World Report” is ful- 


filling an important reader need by con- 
centrating exclusively on the essential 
and useful news of our times. 
“USN&WR” scores biggest 2. It is providing advertisers with an 
first half in history important and effective medium for their 
messages. 
me Useful and essential news attracts those 
COMPLETE people who have the big stake in what’s 
OWS MAC ALINE . ° 
going on here and abroad, and what is 
likely to happen next. Four out of five 
“U.S. News & World Report” subscribers 
hold managerial positions in business, 
industry, finance, government and the 
professions. They have incomes that 
match their positions of responsibility— 
average of $15,496, highest of the news 
magazines. 


In a magazine read so thoroughly and 
trusted so implicitly by so many impor- 
tant people, advertising has its best op- 
portunity to be seen... to be read... 
to make lasting impressions. 
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NEW MILESTONES ESTABLISHED 
IN FIRST SIX MONTHS OF 1960 


X Circulation reaches an all-time high—more than 
1,195,000*—convincing evidence of the growing 
need of important people for the important news. 


X Carried 137 more advertising pages than in the 
same period in 1959.** Biggest page gain of the 
three news magazines. Biggest percent gain, too— 
10%. Evidence, surely, of growing recognition, on 
the part of advertisers, of the ability of ““USN&WR” 
to cover best customers and prospects. 


XK First among the news magazines in gains in 
passenger car advertising**—a page gain more 
than twice that of the second-ranking magazine. 


Advertising revenues at an all-time high for a 
6-month period—$11,316,235 compared to 
$9,324,771 in 1959, a gain of 21.4%.** 


*Publisher's interim statement 
to the Audit Bureau of Circulations, first 3 months of 1960, 


**Publishers information Bureau 


TEN YEARS OF GROWTH 
AND PROGRESS 
ALL ALONG THE LINE 


Since 1948 (first year of the magazine in 
present form), “U.S.News & World Report” 
has moved ahead on all fronts. Here are a few 
of the major bench marks that define its 
growth and progress in the period 1948 
through 1959 


Circulation more than tripled-—a bigger gain 
in numbers and percent than that scored by 
any of the other three weeklies 

Newsstand sales almost quadrupled—a far 
bigger gain than that scored by the other 
two news magazines 


Consistently No. 1 in percentage of its 
circulation acquired through the use of 
voluntary circulation methods. There are no 
pressure methods, no combination offers, no 
premiums, no door-to-door sales crews 
“USN&WR” will not knowingly accept any 
subscription sold by door-to-door salesmen 

Practically all subscriptions are “ordered by 
mail’’—solicited solely by advertising in print 


Advertising pages more than doubled, a bigger 
gain in both pages and percent than that of 
any of the other weeklies in the field 


Carries more business and industrial advertis- 
ing than any other news magazine. This has 
been true for the past seven years 


Consistently carries more pages of news than 
any other weekly in the field. This means 
increased usefulness to the reader, more 
visibility for advertising messages 
Sov ! above comparison of publishers statements 1 
Bureau of wistions, Publishers information Bureau. Numbe 
pages based on publisher's own t. Note: designatio 

ation methods based on “A Study in Evaluation of Carcuiation Me 
ods” conducted among the 100 leading national advertisers, October, 1957 


U.S.NEWS & WORLD REPORT 


(Americas Class News Magazine 


Now more than 1,150,000 net paid circulation 


Advertising offices: 45 Rockefeller Plaza, New York 20, N.Y. 


Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, 


Detroit, Chicago, St. Louis, San Francisco, Los Angeles, 
Washington and London. 
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(Just a matter of Relativity) 


se WBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 596,600 TV HOMES* 


e WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘‘B’’** 


‘Tel Magazine - May 1960 


LET'S COMPARE MARKETS! 


WBTV — CHARLOTTE 596,600 
ATLANTA 576,300 
MIAMI 510,800 


¥ ) 
MEMPHIS 486,800 
LOUISVILLE 459,400 
BIRMINGHAM 
NEW ORLEANS 
NASHVILLE 
NORFOLK-PORTSMOUTH 


CHANNEL 3 @ CHARLOTTE RICHMOND 
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PRODUCTS 


many marketers hit 
by compacts’ impact 


LABELS 


new law creates 
sales and headaches 


PACKAGING 


distillers fight over 
new bottle sizes 


PRICING 


FDA seizes Spry 
as misbranded 


MARKETING NEWSLETTER 


Impact of compact cars is not being cheered in many industries. 
- « « Compacts consume about 20% less material than standard- 
Size gas guzzlers. Now that the auto industry is virtually 
pregnant with new compacts (for fall delivery), marketers of 
Steel and glass will be in particular pair. Oil companies, 
too, are yet to see the worst of the great American economy 
binge. . . . Makers of auto accessories and tires will also feel 
the pinch. Users of compacts don't want lots of fancy gadget<c ; 
often put more miles on small tires than on big-car casings. 


Business is booming for makers of tags and labels. It's largely 
a result of a 3-month-old law—tTextile Fiber Products Identi- 
fication Act—that specifies how textiles must be labelec. More 
than 10 billion tags have to be redesigned and printed. Some 
®,000 mills and 22,000 manufacturers are affected. ... And 
think of all the new business—and headaches—that could be 
created if some politicians had their way and passed laws re- 
guiring that just about every product bear a label stating the 
ingredients and guaranteeing the results. 


Schenley's effort to persuade U.S. Government to permit four 
new liquor bottle sizes has encountered strong opposition from 
most other distillers. Schenley and a few other firms advocate 
adding thirds, sixths, twelfths, and twentieths of a gallon to 
existing line of tenths, pints, fifths, quarts and gallons. 
Distilled Spirits Institute—group of makers of 70% of nation's 
drinking alcohol—argues: "Odd bottle sizes would serve only 
to confuse the public and result in consumer deception." 


Eye-opening action of Food & Drug Administration in seizing 
a@ shipment of "new light Spry" deserves attention of all mar- 
keters of products subject to FDA policing. Lever Brothers may 
"ight the case as test of FDA powers never before invoked. 


FDA seldom gets involved in prices, but its authority over labels 
permitted it to act against Spry offers of 3 cents and 5 cents 
off. FDA charged the cut-price deal was misbranding because 
the product was being placed on the market for first time and 
regular price had not been established or imprinted on other 
labels. (Veteran FDA staffers admit they can recall no prev- 
ious case in which prices on labels were questioned. ) 


The Spry case is complicated by variety of other charges, in- 
cluding adulteration due to addition of nitrogen. Another: 
misleading packaging, says FDA, because a 14-oz. can appears 
to be a l-lb. container, and 42-oz. size looks like 48 ounces. 
Label claims of lower calorie content are also misleading, in 
eyes of FDA, which branded as "false" the claims that "new light 
Spry makes everything you bake less fattening." 
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NEWSLETTER (continued) 
— si 


ADVERTISING Big toothpaste makers are bracing themselves for an ad blitz 
expected from Procter & Gamble to plug Crest's recent endorse- 

P&G readies ment by American Dental Assn. . . . Four-year-old Crest had 

Crest ad blitz pinned down about 10% of the market as a decay-preventive item. 
Now it strikes gold—official recognition by ADA as the only 
“effective decay-preventive agent." .. . Industry rumors have 
it that P&G's well guarded ad plans may mean a giant promotion 
of the dentists’ plug—wmaybe as much as four times its present 
$5-4 million-a-year ad budget. Colgate-Palmolive—wmaker of 
the No. 1 toothpaste (Colgate) with one-third of the market— 
as well as Lever Brothers, Bristol-Myers, are bound to be shaken. 
Their defense strategy will be worth watching. 


POSTAGE The self-sustaining postal system called for by Repubican plat- 
form implies a whopping $800—million-a-year postal rate hike 

party planks differ —if GOP wins both election and passage of its program. ... 

on eal cate Wine Democratic plank, however, offers something to marketers who 
use mails heavily. While saying nothing about raising rates, 
it still pledges “to restore the principle that the postal serv- 
ice is a public service." Another Dem promise: "To separate 
the public service costs from those to be borne by users of the 
mails*"—just what mail users have sought for years. 


POLITICS With the political campaign now in full swing, most sales man- 
agers and their companies are considering making financial con- 

new is the time tributions to one of the two major parties. But, often some 

to put up... balk at making blind contributions to a heterogeneous party, 
particularly when many issues are still obscure. ... Sugges- 
tions: don't let this be an excuse for any fishhooks in pockets. 
Be selective, study the candidates, carefully analyze men rather 
than parties, in or out of your state—and then put up. 


MISCELLANY More ad money is being spent by aSsociations—industry groups, 
area development boards, chambers of commerce, etc. They in- 


——— )) vested over $58 million in '59—a 22% increase over '58—in 
of marketing note three major media: $33.8 million in magazines; $18.9 million 
in newspapers; $5.7 million in network TV. .. . Average in- 
dustrial exec spends 15 hours a month reading industrial mag- 
azines, a survey by Conover-Mast reveals. 


Food & Drug Administration's new 

adopted after years of wrangling and due to take effect Oct. 
25, may be headed for a court test. Industry leaders say they 
can't live under the new rules. . .. Private industry spends 
close to $9 billion a year for product research and develop- 
ment ; more than half is financed by Federal funds... . Average 
marketer of bottled water sells more than 1.3 million gallons 
a year to offices, homes, stores and industries. . .. Today 
there are about 50 persons per square mile in the U.S. New 
Jersey leads with 800 per square mile; at the other end, Alaska 
has just one person in every 2-1/2 square miles. 
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IN CANADA 


UNE MAGAZINE 


HAS A COVERAGE 


FOUR TIMES GREATER 


THAN THAT OF 
LIFE MAGAZINE 


IN THE UNITED STATES 


This is Weekend Magazine and its French language edition, Perspectives, 
with a circulation of 1,880,000," reaching four out of ten of all the homes 


in Canada from coast to coast every week. 


; Weekend 
The biggest single MAGAZINE AND ITS ER Rap 
selling force in Canada | Perspectives 


*Effective September 10th, 1960 
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ALVIN GRIESEDIECK 


DYNAMARKETER 


Falstaff Puts Yeast in Its 


By LAWRENCE M. HUGHES 
Senior Editor 


The successful breweries are 
those doing a better marketing 
and advertising job. Always, 
Falstaff must have more, better 


and more unusual advertising.” 


58 Sales Management August 19, 


Sales Growth 


Alvin Griesedieck looks back at the disheartening 
downs and then the steady, expanding ups of Falstaff 
Brewing Corp., St. Louis, and at 66 finds himself still in 
love with the beer business: “To me the entire operation 
has spelled romance.” 

But in brewing the wooing takes imagination and drive 
The Griesediecks have gone to some trouble to prove 
that 

1. Even in a “non-growth” industry some outfits push 
ahead 


2. However old and once-famous a “consumer fran 


chise” may be, it must be earned anew every veat 

3. And however “entrenched” may be most of the con- 
tenders, a relative newcomer, in all markets, still can sell 
his wavy to the fore 

Brewers have been a unique breed. Thev are hopped 
up over heritage. A hundred years ago, or more, theit 
grandsires first set their particular brand of suds to foam- 
ing. Sons and grandsons have steadily kept alive the 
selfsame strain of veast in the beer 

But since Repeal, hundreds of these family-custodian 
operations have failed to put strong enough veast in thei: 
management and marketing 

Espec ially in the past decade, beer has lost ground to 
ilmost every other type of beverage. While population 
was growing 17.1% 


and personal expenditures soared 
60.7% 


consumption of malt beverages inched ahead only 
5.3%. Our colossal collective thirst was not confined to 
coffee and colas. Wine expanded twice as fast and dis- 
tilled spirits three times as fast as beer 


® Yet in this decade Falstaff Griesediecks managed to 
lift their business 20 times as fast as rest of the brewing 
industry. Their barrel sales more than doubled, to 4.8 
million Their dollar sales (after Federal excise taxes 
trebled to $111.6 million. And to the pleasure of 6,200 
stockholders, Chairman Alvin Griesedieck reported, for 
1959, net profits of more than $5.3 million 

As brewers go, Falstaff is a late comer. Founded in 
1917, as Griesedieck Beverage Co., it barely kept alive 
during Prohibition on near beer, root beer, lemon soda 
and by « uring and se lling hams and bacon from the family 
farm. Despite the fact that founder Joseph Griesedieck 
could trace his brewing tradition back more than two 
centuries, he and his only son Alvin had, in effect, to 
start from scratch in 1933 

Alvin had joined the operation in 1919, just three 
months before Congress was to decree those 148 months 
of real-beer drought. While helping his father confront 
successive waves of near bankruptcy, he also drove a 
dusty Chevrolet over the long dirt roads of the Middle 
West proclaiming the merits of Hek near-beer (“Buy Hek 
by heck!”) over home-brew. He discovered what a lot of 
folks already knew: that near-beer spiked with grain 
alcohol results in a palatable pidebeler 

After the Griesediecks bought the Falstaff name, for 


$25,000, they managed, for a time, to sell its near-beer 
version in 16 states, from the West Coast to Florida, ai 
an annual rate of 30,000 barrels. 

Even when the banks were closing in (once more), 
Alvin found money for advertising. He conceived a half- 
hour Sunday musical program over radio station KWK 
and then KMOX. The show presented such popular num- 
bers as the “Bubble Song” from “High Jinks.” For seven 
vears it featured a singer listed simply as the Falstaff 
Tenor, This individual was Alvin, whose previous singing 
experience had been limited largely to the Cornell Glee 
Club, and who by then was vice president and general 
manager of Falstaff Brewing Corp. 

Falstaff’s one-and-only real bankruptcy came just be 
fore Repeal. Alvin stopped being superstitious when a 
big bank agreed to a loan on Friday, January 13, 1933 
With this money, the Griesediecks reorganized and re- 
capitalized and the present Falstaff Brewing Corp. was 
born. 


& Among the 580 brewers then in the U.S., the new 
Falstaff won Permit No. 1 to make 3.2% beer. 

Founder Joseph Griesedieck died in 1938. For the 
past seven years Alvin has been chairman and his son 
Joseph, now 41, has been president. With 30 of his own 
grandchildren coming along, “Mr. Alvin” does not have 
to worry about “continuity.” His son, Alvin, Jr., for ex- 
ample, is now advertising director. 

But he emphasizes that “we're not inbred. A non- 
Griesedieck can become president.” He points out that 
Harvey Beffa, 60, son of a St. Louis businessman who pro- 
duced cash for the Greisediecks in time of need, is execu- 
tive vice president and general manager. Other veteran 
v-p’s include Jere L. Newton and Curt F. Demmrich, who 
have been with Mr. Alvin from the start, and Karl Voll- 
mer, v-p for marketing 

Until now Falstaff has “raised” most of its executives 
But Mr. Alvin cites, among others, the example of Bruce 
Wightman, general sales manager, as one who “did not 
even grow up in brewing.” 

Falstaff has both “bought” and built its growth. 

In Omaha in 1935, it became the first U.S. brewer to 
produce beer in a location separate from its headquarters 
Since then it has acquired plants in New Orleans, St. 
Louis, San Jose, Fort Wayne, Galveston and El Paso, and 
has bought land on which to build a big new Los An- 
geles brewery. Meanwhile, two old St. Louis plants 
have been closed. 

The company has preferred buying to building. Re- 
plying to a stockholder query, Mr. Alvin shows that its 
total costs (including fh ve her for a St. Louis plant, 
acquired in 1957, came to “about $6 a barrel of annual 
capacity. At the same time our competitors were build- 
ing new breweries in Florida and California at a re- 
ported cost of about $30 a barrel.” 

Also, Falstaff finds that it can put existing facilities into 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highwoys 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


zl Gs» 


630 THIRD AVE. 
NEW YORK 17, N. Y. 
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production faster (to turn out a na 
tionally standardized product) and 
can continue production even during 
modernization 

From eight among all U.S. brewers 
in sales size in 1952, Falstaff has risen 
to third. Ahead of it today are only 
Anheuser-Busch, with 8 million bar 
rels in 1959, and Jos. Schlitz Brew 
ing Co., 5.9 million Since 1954 
Schlitz sales have risen 9%: Busch’s, 
38%, and Falstaff's, 48% Falstaff 
operates eight plants, as against four 
bv Busch and five bv Schlitz 

The Milwaukee Uihleins who own 
Schlitz do not reveal earnings ratios 
But compared with their big St. Louis 
neighbor, the Griesediecks are pretty 
profitable Whereas Anheuser-Busch 
could report only 4.4% on sales and 
9.6% on invested capital last vear 
Falstaff showed, respectively, 1.5% 
and 14.5% 

Since 1933, Mr. Alvin tells Sales 
Management, Falstaff has plowed 
back 40% of earnings. In 1959 the 
comparable figure was 55% 

For 1959 the company’s marketing 
expenses rose 8% to $22.7 million 
The increase still was less than the 9% 
gain in dollar sales and only ome 
third of the 24% rise in net profit 

Falstaff's current 28-state distribu 
tion area reaches from Hawaii and 
California across the Southwest, up 
and down the Middle West and over 
to the Southeast. Latest to be in- 
vaded are the Carolinas. In the 28 
states the company has developed an 
average 17% share of market 
> One immediate problem is to 
strengthen standing throughout Flor 
ida—against premium beers Fal 
staff's one beer is priced to compete 
with local brands Another is the 
invasion, for the first time, of Chi 
cago and Detroit The company 
would tackle the central markets 
first, and then fan out into suburbs 

Mr. Alvin says “production is the 
kev.” He seems to have little doubt 
of Falstaff's ability to keep on grow 
ing through promotion. 

When a stockholder inquired about 
the costs and aims of the company’s 
advertising, he said: “There are many 
good beers and Falstaff has no price 
advantage. The successful breweries 
are those doing a better marketing and 
advertising job. Always, Falstaff must 
have more, better and more unusual 
advertising.” 

Emphasis is heavily on sports tele 
casts Gussie Busch owns the St 
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Louis Cardinal baseball team, but 
Joseph Griesedieck has bought an in 
terest in the Chicago football Cardi- 
nals, has changed their name to the 
St. Louis Cards, and moved them to 
the Show-Me state Falstaff's own 
professional bowling team has be 
come a sort of national “advertising 
medium.” Its varied broadcast sched 
ule ranges from CBS-TV “Game of 
the Week” to spot telecasts of news 

Today the chairman devotes much 
of his own time to planning But he 
still sits in on marketing committee 
meetings and has an “active interest 
in sales and advertising.” The head 
of a company, he believes, should 
maintain “a constant vigil” on adver 
tising. Sales and advertising depart 
ments, with the agency, build the 
advertising campaign; “Management 
should be the final judge.” 


> And he still helps to sell: “I go to 
division sales meetings, both our own 
and distributors—and I still know 
two-thirds of the distributor peopl 
At such meetings I talk informally 
Nowadavs, the meetings are carefully 
staged—evervone else has a ‘role’ to 
lav.” 

When a stockholder wants to know 
reasons for Falstaff's growth, Mr. Al 
vin will tell him in detail about such 
factors as “the whole new concept in 
our marketing and advertising—spe 
cifically in package design: The light, 
bright look,” he = savs, “appeals to 
young moderns.” 

Falstaff has set out to win the now 
grown war babies of World War II 
Alvin Griesedieck expects the indus 
try soon to be selling 100 million 
barrels annually Though the com 
pany s own plants are now operating 
near capacity, he expects this vear's 
sales to pass the 5 million barrel mark 
With Arthur D. Little & Co., man 
agement consultants, he is seeking to 
determine “how much monev we'll 
need for continued expansion eight 
or ten vears from now.” 

William Shakespeare's Falstaff has 
been captivating customers since 
1597. Griesediecks have been bus\ 
selling beer for most of that time 
Alvin Griesedieck is sure that, with 
continual regeneration, Falstaff beer 
will have a future longer than its 
past. A decade ago, while in the hos 
pital, he wrote in longhand a book 
called “The Falstaff Story.” In the 
last paragraph of it he ventured a 
personal opinion: “Falstaff will go on 
forever.” 


Recommended . .. approved... 
requisitioned . . . called local 
office. These are typical buying 
actions taken by industry's 
top buyers after consulting 
manufacturers’ catalogs 

in Sweet's. These catalogs give 
buyers and specifiers the 
product facts they must have 
when buying needs arise. More 
than 80 buying-action studies 
in six basic industrial and 
construction markets document 
the buying activity a catalog 

in Sweet’s can produce for 
your products. Your Sweet's 
Representative will gladly review 
the results of these studies 
with you. Sweet's Catalog 
Service, Division of F. W. Dodge 
Corp., 119 W. 40th St., 

New York, N. Y. 


Want solid success in Solid Cincinnati? 


Go after the market-that-matters! 
ay 
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*THE CINCINNATI ENQUIRER REACHES THE 
MARKET THAT MATTERS... 


. the younger, larger, more active families who need more, use 


more and spend more. 


. the families with better jobs: Nearly Ae/f of all Enquirer sub- 
scribers are in white-collar occupations, compared to only a 
third of all Cincinnati households. 


. the families with higher incomes: Two-thirds of all Enquirer 
subscribers earn $5000 or more annually, compared to only 
about one half of all Cincinnati households. 
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More and more advertisers are discover- market like the Cincinnati Enquirer. 
ing that reaching this solid market-that- Get the full story on Solid Cincinnati 
matters makes a big difference in adver- from the latest Top Ten Brands survey. 
tising effectiveness. And they’re finding Call or write The Enquirer's Re- 
that nothing reaches and influences this search Department for your copy. 


Represented by Moloney, Regan & Schmitt, Inc. 
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How to C 


First, decide on the kind of selling organization that will have 


ready access to the market you covet—quickly. This may be sales 
reps, or may not. Then, have a well-planned, detailed sales 


campaign that creates demand from end user back to jobber. 


There are many ways to do it when 
you—and your industrial reputation— 
are West and you want to go East 
But it’s not always easy to make each 
move successive, instead of just a shot 
in the dark. The key lies in creating 
a demand for the product from the 
ground up — starting with the end 
user instead of the jobber 

The first step, of course, is to set 
up a selling organization which has 
ready access to the market you covet 
and the ability to sell key accounts as 
quickly and as effectively as possible 
A West Coast manufacturer of paints 
and specialty coatings, anxious to 
break into the New York area, 
successfully employed a leading firm 
of Manhattan-based manufacturers’ 
agents as his selling force. This agency 
had been selling to the finest outlets 
in the area for many vears, knew the 
eastern market thoroughly, and, in 
addition, had successfully pioneered 
many new products into leading brand 
names during the past 

This western producer found that 
manufacturers’ representatives were 
the most effective and, at the same 


time, most economical means of break 
ing into a new market for many rea- 
sons. First, since agents work on com- 
mission only, selling costs immediately 
become a pre-determined fixed per- 
centage of the sales volume. Second, 
since agents are often the star per- 
formers of the selling field, some 
working alone and some traveling up- 
wards of fifty men, a manufacturer 
can get top quality sales coverage 
over as big or as small an area as he 
desires 


& Once you have the sales organiza- 

tion, you can plan your campaign. 

The object: to decide on the best 

ways to get the ultimate user to know 
and want—your product. 

If the end user of the item is the 
professional contractor, for example, 
he is the first man to concentrate on. 
Since jobbers and dealers will usually 
take the path of least resistance, they 
will not readily stock a brand whose 
name their customers do not know. 
The manufacturer, therefore, must 
create this demand in order to force 
the jobbers and dealers into ordering 


Sales Management 


rack a Territory 


his product to meet such a demand 

A Colorado producer of building 
materials, who desperately wanted to 
crack the Florida market, supplied his 
agent liberally with samples of one of 
the key items in his line. The agent 
called on the outstanding contractors 
in his territory whom he knew well 
and to whom he had been selling for 
many years. He convinced several of 
these men of the superiorities of his 
product and succeeded in getting 
orders from some of them. After de- 
termining from the contractors which 
supplier they preferred to deal with, 
he took his Bi ses to that supplier. 

The supplier, though reluctant to 
take on a line he had never heard of, 
was extremely anxious to fill the 
orders. Realizing that there was apt 
to be dealer resistance, this farsighted 
manufacturer had supplied his repre- 
sentative with the following sales am- 
munition: 


1. All merchandise ordered during 
the first six months after the initial 
shipment was to be on a guaranteed 
sale basis. 


2. Guarantee letters of product per- 
formance were available, protecting 
the dealer against any claims which 
might result from possible materials 
defects. 

3. The dealer was to receive 10% 
of his first order—no matter what the 
quantity—in free goods. 


Hit by this broadside of high cali- 
ber selling fire, most dealers, no mat- 
ter how bulletproof their buying in- 
stincts, were sold. The agent reported 
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to his manufacturer that standard 
dealer response was along the lines 
of, “Well, I've got to fill those orders 
Besides I'm guaranteed all the way 
iround, se what have | got to lose? 
O.K., ship it!” 

There is no denving that the prac 
tice of shipping small quantities of 
merchandise over long distances is an 
expensive one But introductory costs 
have to start sometime, and many 
manufacturers feel that the earlier in 
the game the better. One eastern 
manutacturer of heating equipment 
planned eventually to build a plant in 


the Southwest. He worked with a 


Texas rep, building his name, reputa- 
tion, and volume. He reported that 
every piece of merchandise he shipped 
into this new territory during the two 
vears before he built his plant was 
shipped at a loss. But because his fac- 
tors opened in the black immediatel, 
after he did build, he considered the 
initial losses well worth the subse- 
quent gain 


& At this point, after interest has 
been excited at the end-user level and 
some dealer distribution has been 


achieved, many manufacturers have 


found it wise to hold local product 


Q 


What's the combination 
that unlocks the 
rich Mid-South market? 


A 


Memphis Newspaper 


combination of 
The Commercial Appeal 
and Press-Scimitar! 


Top coverage yields top markets, and the Memphis 
trade area ranks among the top 15 markets in the Nation. 


Check this: 


through the Memphis Newspaper com- 


bination you are tapping a market containing more than 
2,900,000 people with an annual Consumer Spendable In- 


come of $2,917,353,000! 


Double-check this: 
on your media list. 


be sure Memphis newspapers are 


WRITE FOR ALL THE MEMPHIS FACTS 


TOTAL 
Memphis 
Market 
over 
2,500,000 
population 


The 
Dominant 
Dailies 
in the 


Mid-South 


COMMERCIAL APPEAL 


MEMPHIS 
PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 
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demonstration meetings at key points 
throughout the new territory. One 
southern manufacturer of small elec- 
trical parts held a series of such meet- 
ings at some of the better dealers’ 
centrally located stores. He handled 
these meetings in the following man- 
ner: 

Leading contractor-customers of 
each dealer involved were circular- 
ized with a personal letter from the 
dealer (copy being prepared by the 
manufacturer with the dealers’ ap- 
proval) inviting them to an evening 
demonstration. A bountiful buffet 
spread was offered, with door prizes, 
literature, and free samples for each 
contractor who attended. The manu 
facturer, of course, picked up the tab 
At these meetings, presided over by 
either the president, sales manager, 
or other top echelon executive, the 
line was displaved and a brief talk 
given by the officer in charge. Short, 
dramatic visual demonstrations were 
used to great effect 

Then, in erder to inject his selling 
campaign with a potent dose of mo 
mentum, the manufacturer offered to 
all present the privilege of purchasing 
from the dealer up to a specific quan 
tity of the line at half-price. Because 
the presentation had been so effective, 
over 80% of the contractors took ad 
vantage of this attractive offer. Each 
meeting, therefore, added a whole 
block of new customers who in turn 
told others 

The dealers were enthusiastic about 
the program because it brought many 
of the leading users in the area into 
their stores promoted their firm name, 
and gave them a chance to increase 
their volume with many contractors 
who heretofore had given them only 
token business. And all at no expense 
to themselves! 


& By now there has hopefully been 
enough dealer demand generated so 
that the line may be successfully of 
fered to jobbers. This could present a 
ticklish situation, for dealers who 
have been loyal and cooperative from 
the beginning will want to continue 
buving direct from the manufacturer 

To forestall any disturbance in the 
price structure, the product should 
have been sold to the original dealers 
with the full jobbers markup included 
This enables the dealers to buy from 
the jobbers at the same price they had 
been paving the manufacturer. (The 
extra revenue realized before jobbers 
are brought in will help the manu 
facturer defray some of the heavy 
costs of introduction.) 

Assuming that all previous steps of 
the campaign have been successful 
and that jobbers are 
stock the line 


beginning to 
many manufacturers 


How 


HERTZ FLEETCAR LEASING 


benefits the company 


Hertz leads the way with a wide choice of leas- 
ing plans. All are uniquely sensitive to the needs 
of companies now using 10 or more company- 
or salesmen-owned cars. Highly flexible, these 
plans offer you operating efficiency developed 
over 30 years, plus the nation’s most extensive 
coast-to-coast car leasing facilities. 


Hertz replaces your cars with brand-new 


eee eee e eee eeeeereeeeeeeeeeeeee rere eee rere 


H. F. RYAN, Vice President 

Tae Hertz Corporation, 666 Madison Avenue 
New York 21, N. Y., Dept. SM 819 
Please send me your illustrated booklet 
Cars and Who Shouldn't.” 


Who Should Lease 


NAME 


POSTTION 


business cars 


Chevreolets, Corvairs, or other fine cars: assumes 
full responsibility for maintenance and repairs; 
reduces the many details of fleet administration 
to the writing of one budgetable check each 
month. 


Find out why more and more companies call 
their Hertz plan, ‘‘the lowest cost sales-insurance 
. .’ Send coupon below. 


HERTZ 


CAR LEASE 


we ever took out 


© 


COMPANY 
ADDRESS 
CcTTY & STATE 


NUMBER OF CARS OPERATED 
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on Excess Baggage Charge 


Another Braniff first ! 


Now everyone who flies Braniff can save 50% on 
excess baggage. $100 value at half price . . . a great 
saving for commercial travelers! See your Braniff 
Agent today for Baggage Discount Tickets that 


make time-saving air travel even more economical. 


Braniff Fastest Jets Between 


NEW YORK 
o CHICAGO 
and DALLAS 
SAN ANTONIO 


Flv the El Dorado Super Jet the Boeing 707-227 


30th first class and tourist 
See your travel agent or call 


BRANIFP<--AIRWAYS 
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will now decide to promote the prod- 
uct on the jobber level. One New York 
manufacturer of lighting products, 
who was attempting to break into the 
midwestern market, held a series of 
contests among the sales staffs of the 
various jobbers handling his line. He 
offered a 2%% bonus to each jobber 
salesman on all volume over $100 
made during a 3-month period. The 
salesmen pushed the line and volume 
soared. The manufacturer was de- 
lighted with the increase in business; 
the salesmen were pleased with their 
bonus checks, and the jobbers counted 
their blessings in the over-all plus 
volume their salesmen achieved. Pre 
sumably the customers were equally 
happy with the product for they 
bought it in great quantities 

An Oklahoma manufacturer of ma 
chine tools emphasizes the importance 
of using businesspapers to tell his 
storv. He advises the manufacturer 
seeking to establish his line in a new 
territory, not only to advertise the ad- 
vantages of his product, but to tell 
his tale of growth in a series of atten- 
tion-getting, story-telling ads which 
will excite and draw the interest of 
jobbers, dealers, and customers in the 
area 

Jobber salesmen and reps should 
always be kept plentifully supplied 
with catalogue sheets, literature, 
point-of-purchase displays, and win- 
dow streamers. A Jersey office equip- 
ment manufacturer opines that such 
material, if sent directly to the dealer, 
becomes very quickly consigned to the 
circular file and thrown out. Jobber 
salesmen, however, usually take pains 
to see that it finds its wav into dis- 
play areas where positive results may 
be ac hiev ed. 

There are several organizations 
which can greatly aid the manufac- 
turer desiring sales coverage in dis 
tant areas. The Manufacturers’ Agents 
National Assn., 626 N. Garfield Ave.. 
Alhambra, Cal., and The Manufac- 
turers’ Agents Publishing Co., 505 
Fifth Ave., New York City, have list- 
ings of leading agents throughout the 
country and serve as liaison between 
manufacturers looking for reps and 
agents seeking manufacturers to rep 
resent. In addition, many industries 


have their own organizations of rep 
resentatives. @ 
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Now, the Railroads Want You! 


ance, PRR NR Ee SN AG RES 
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In our Feb. 19 issue, we ran a somewhat bitter editorial entitled “Square Wheels and Rusty Rails.” We were 


commenting on the apparent deterioration of railroad passenger service since the war. Fresh in our mind was 


a trip we had just taken by train from New York to Chicago. We felt like the Great Unwanted. Also, in our 


mind were fond memories of rail trips (many, many of them) taken when the railroads seemed to desire our 


business and were willing to make our travel both convenient and comfortable. 


After the editorial ran, we were barraged with letters from railroads across the U.S. Not true, they said. We 


want your business and we are taking steps to make it easy and pleasant for you to travel by train. We 


decided to investigate. Here is the story as the railroads tell it. 


“Who says we don’t want passenger 
business?” screams a large newspaper 
ad for Southern Railway System. 

Then it goes on to spell out the 
road's latest passenger-hunting im- 
provements—modernization . . . re- 
scheduling “hospitality” hours 

new fare plans ; 

“[But] after all, this passenger 
business is a two-way street. It's not 
enough that we want you. You have 
to want us, too!” And many of the 
railroads really seem to be buckling 
down, trying hard to make you want 
them 


With the success of commercial air 
travel and the exploding use of pri- 
vate automobiles, railroads are at 
their lowest ebb in history. In terms 
of total passenger miles for 1959, the 
ywivate automobile took almost 89%; 
ne 4 3.36%; airlines, 3.49%, and 
the railroads, a last place, 3.17% 

But there are signs of an awaken- 
ing. And from an industry where 
deficit operation and cry-baby ex- 
planations have become a way of life, 
there are inklings of creative selling 
designed to get YOU back as a 
passenger. 

The doers in the railroad industry 
~—and their number is growing par- 
ticularly in the West and Southwest- 
believe with a passion that there is a 
profitable passenger dollar to be 
made, especially from the lucrative 
and expanding sales and _ general- 
business travel market. They also be- 
lieve that the industry has the facili- 
ties and vitality to serve this market 


RARE MN TA RBM is ths 5:5 2 


® 
SOUTHERN 
RALLWAY 
SYSTEM 


Pe ce At ee Nate eT yg an lily te cee tS penne meme ew 


PASSENGER BID by Southern Railway 
promotes system’s improvements. Ad 
typifies new sales drive of many rails. 


and, most important, that you are not 
going to buy their service if they 
don’t get out and sell it. 

For these men, the problem is 
simply stated: Either passenger ser- 
vice gets in tune with the 1960 needs 
of business people, or it winds up in 
the museum with “Old 99.” Signifi- 
cantly, the railroads working now to 
attract your business, will be the same 
roads netting top passenger profits 
ten years hence. 
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“Sea Shiner 
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For the purposes of this article, 
“passenger” refers to through-passen- 
ger traffic. The cornmuter-passen ger 
business is, by and large, unprofit- 
able, with the result that the indus- 
try is currently investigating the 
possibility of a semi-utility status 
and/or local-state subsidization as the 
answer to the desperate commuter 
problem. 


Nationally, the long-haul passenger 
picture is somewhat brighter and 
signs of new-passenger promotion 
continue to appear. As might be ex- 
pected, the positive attitudes of many 
top-management teams are behind 
the stepped-up passenger push. 

“The Burlington intends to stay in 
the passenger business,” President 
H. C. Murphy tells SM, “because we 
believe time is not the sole determin- 
ant as to what form of transportation 
a person will use. There are many 
who will prefer the comfort and con- 
venience of rail travel between large 
centers of population—provided the 
equipment is modern, the schedules 
reasonably fast and regularly main- 
tained.” 

Murphy follows his words with 
action. In addition to a string of new 
rolling stock, which includes vista- 
dome and slumbercoach equipment 
designed to attract the traveling man, 
Burlington has installed a Central 
Traffic Control system, over a dozen 
new or refurbished stations and many 
miles of heavier, more comfortable 
riding rail stock. 

“Creative traffic building,” Murphy 
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calls it And in 1959, Burlington 
passenger revenues increased 2.2% to 
$20,746,554, for the fourth gain in 
hve years 

Like the rest of the roads, Burling 
ton is in the middle of a profit 
squeeze If the Federal Government 
modifies its subsidization of rival 
transportation forms (Federal highway 
programs and airport radar controls, 
for example), and right-of-way taxes 


are alleviated, railroads, using ag 
gressive marketing, will be in a fa 
better position to get out of the red 
Whether the roads will! be given such 

] Manv feel they 


relief is another story 
however 


will not. Certainly passen 


I 
ger volume potential is recognized 
and this could mean a bright future 
for the railroads that take positive 


action now 


> An alert, vital new kind of news 
paper advertising now appearing 
across the country more than hints 
that your business is important to the 
ls. Among the brightest and 


most a 


] 
raliroat 


essive campaigns sighting 


ooy 
= 


on business and marketing people are 
those of the 


Northern 


amples of passenger promotion, and 


the kind needed to spur a lagging 


Santa Fe and Great 


railroads—excellent  ex- 


business. These programs are certainh\ 
i far crv from the recent remarks of 
president of the New York Cen 

| vho said: “The railroads are the 
service that has no use for 
Obviously some of his 


rt no” 
rtis 
LIsing 


ASSL 


WY 


aN 
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JUST LIKE AIR TRAVEL, says Missouri Pacific of latest conveniences added in drive 
for passenger sales. Services similar to above Travel Tray meals have been hit 
with airlines, now become big selling point for passenge 


70 Sales Management 


competitors do not share his views. 

The Missouri Pacific Railroad, for 
example, is bidding for the salesman’s 
business with a new “party fare” 
system. To attract small-group travel 
now pooling highway auto rides be- 
tween given points, the road intro- 
duced a plan whereby four men 
travel together at only 75% of the 
regular fare. So it girds itself for 
battle with rails’ biggest competitor 
—the automobile 

To carry the new passenger busi- 
ness it plans to get, the Missouri 
Pacific recently bought ten new light- 
weight streamliners to beef up an 
already impressive array of passenger 
equipment. “Two of them,” says R. J 
McDermott, general passenger traffic 
manager, “will be grill cars, facilitat- 
ing serving of the popular Travel 
Tray meals, a system similar to that 
proved so popular with the airlines.” 

Such innovations are designed with 
a traveling salesman in mind. 

Throughout MP’s system, slumber- 
coach passenger service is being ex- 
tended to reach new cities in an at- 
tempt to snare your business. As an 
added service the company recently 
added slumbercoach cars on its Texas 
Eagle runs to Washington and Balti 
more, in connection with the B & O, 
resulting in benefits to passengers ot 
both roads 

Probably the most energetic and 
creative step vet taken towards at- 
tracting the businessman, is the de- 


velopment, by the Budd Co., Phila- 


Aisin. 


ltadad 


railroads. 
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delphia, of the slumbercoach—an 
economy model of the Pullman sleep- 
ing car. Profit edge of the slumber- 
coach comes from the inclusion of 
44 snugly appointed bedrooms. They 
are less spacious than standard Pull- 
man accommodations, but all facili- 
ties are included for your comfort. 
This means that you can buy sleep- 
ing accommodations for only $7 or 
$8 over straight coach fares—a sub- 
stantial reduction over standard Pull- 
man rates and a great boost for new 
passenger business. 


& Obviously the railroads have a big 
selling job ahead of them. Improve- 
through-route equipment 
substantial. The main 
trouble, railroad experts feel, is that 
many sales people are simply not 
aware of the new conveniences of 
rail travel. Memories of cramped, 
crowded, poorly scheduled wartime 
travel persist. It is an ugly image, 
which up-to-date equipment and 
inspired management are _ slowly 


ments in 
have been 


changing 

The salesman who hasn't traveled 
on a through train in several years 
finds much more than he had bar- 
gained for when he steps aboard a 
1960 streamliner. In the lap of rolling 
luxury, he enjoys a full-course dinner 
served in rather plush surroundings 
by experienced and generally courte- 
ous waiters. Though the meals often 
carry a hefty price, thev're among 
the best travel meals you'll find 
While vou eat, there will be soft 
dinner music and, for later evening 
pleasure, there are lower-level card 
rooms and, of course, the venerable 
club car. 


> Sleeping accommodations are im- 
proved, espec ially so with the intro- 
duction of continuously welded track, 
which has greatly reduced “clacking 
rails.” 

The Chesapeake & Ohio Railway, 
like most of the others, is wooing the 
marketing man. Like several other 
roads, it has ensured some built-in 
business. The road owns the popular 
Greenbrier Hotel in West Virginia 
and, in 1959, swelled its general 
yassenger totals by 80 special trains 
vearing some 24,500 hotel guests 
This sort of diversification is creative 
passenger attraction by any standard 

perhaps containing a message for 
other passenger-hungry railroads 

A unique “travel-dine-sleep” pack- 
age available on Milwaukee Road 
passenger trains was conceived with 
you in mind. Especially benefiting 
the long-haul passenger, T-D-S_in- 
cludes train fare, Pullman sleeping 
facilities and all meals, at prices well 
below those you would be charged to 


tell me by telegram! 


That way, [ll get it quickly, clearly, and in writing. Pll have the 


right facts and figures at my fingertips. And—you’ll save time and 


. : ‘ ! 
money, just as I do! WESTERN UNION 


travel the same distance by air coach. 

As in the case of the steamship 
lines, “getting there can be half the 
fun.” Aggressive passenger people in 
the industry believe this theme should 
be pushed for all it’s worth—also be- 
lieving that the salesman does not 
live by speed alone. 

Milwaukee officials are looking for 
the new T-D-S plan to attract busi- 
nessmen ordinarily using their private 
cars for longer trips. “The time has 
come,” says William Wallace, general 
traffic passenger manager for the Mil- 
waukee, “for passenger trains operat- 


ing in areas of relatively light density 
traffic to add the unbeatable combi- 
nation of thrift and luxury to the rail- 
road's present advantages of safety 
and comfort.” 

Positive actions such as these are 
improving the lot of the traveling 
man. And the railroads are feeling 
the benefits, however slight, already 
For 1959 the railroad’s operating loss 
was the lowest in almost a decade—a 
sign many interpret as a forward step 

How about combining business 
with pleasure? The new Family Fare 
plans, for example, are based on this 


COVERAGE 


9-Community 
91% — “aie 
City Zone 
No other orea daily or Sun- 
day paper can give you this 


SATURATION COVERAGE 


233,000, 
Ro Sars 


For the remarkable facts 
about the big Troy market 
write or call collect 


AShiey 2-2000 


FULL ROP COLOR 
AVAILABLE DAILY 


A Market 
With Money 
To Spend... 


$450,781 ,000 


Effective Buying Income 


lj $22 Million 
in a Year 


AND IT KEEPS 


GROWING . . . 


In First 6 Months of ‘60 
$18 MILLION IN NEW 
COMMERCIAL 

CONSTRUCTION 


ABC Circ. 47,920 


(March, 1960) 


THE TROY RECORD 
THE TIMES RECORD 


TROY, N. Y. 


72 Sales Mandgement August 19, 1960 


selling point. The family traveling 
together (with Dad scheduled to at- 
tend a sales meeting) does so at a 
much cheaper rate. To complete the 
comfort/economy picture, most roads 
have car-rental arrangements avail- 
able at destination. 

The Union Pacific creates added 
appeal for the travel-jaded salesman 
with its exclusive traveling roof- 
garden, a dining car set right into the 
vistadome cars. The attraction of eat- 
ing atop one of the beautiful stream- 
liners has given a substantial boost 
to the line's passenger business. 

Hospitality hours, during which 
orange juice and coffee are served, 
are a feature of the Southern Rail- 
way’s new “coach party fare” pro- 
gram. In addition, the line put into 
effect a 25% reduction in round-trip 
fares on June 1. Since 1940, the 
Southern Railway has spent $40 
million for new passenger cars and 
locomotives as well as modernizing 
existing equipment. 

For a sales executive with a tension 
headache or fibrillating arteries, the 
Seaboard Air Line Railroad provides 
the professional services of a regis- 
el nurse, in attendance at all times 
on deluxe trains. The lengths to which 
the road goes to make every trip en- 
joyable for you may account for the 
fact that Seaboard passenger business 
is up 16.5% for the first four months 
of this year 

Seaboard not only provides a thirsty 
salesman with orange juice and coffee, 
on the house, but adds the bonus of 
suntan lotion, should that sales meet- 
ing take him to Florida. And for the 
esthetic marketer, it graces each din- 
ing car table with fresh-cut flowers 
daily. 

You'll even receive a copy of the 
dining car menu as soon as you've 
left the point-of-origin. In the coach 
and Pullman lounges, you'll pick up 
the late newspapers, popular maga- 
zines and have the use of stationery 
and desk facilities. 

And these roads are not alone in 
their aggressive quest for your travel 
dollar. Also hankering for a piece of 
your out-of-town itinerary (and doing 
something about it) are the Atlantic 
Coast Line, the Northern Pacific, 
Illinois Central, The Denver & Rio 
Grande, Western Pacific, the Wabash, 
and the Rock Island roads. 

In brief, the railroads are counting 
on several telling points to win back 
the business of the once railroad- 
minded salesman: 

When you travel by rail, you travel 
an all-weather route. On top of this, 
travel time can be tremendously pro- 
ductive, especially in the relaxing 
privacy of your compartment or bed- 


Miami 
Toll Road 
ToBe Extended 


To Orlando 


Central Floridians will be able to 
drive to Miami non-stop by mid- 
summer of 1962. 

That was the hope held out by 
Florida Turnpike Chmn. Thomas B. 
Manuel's announcement that financ- 
ing arrangements for extending the 
bobtailed turnpike from Ft. Pierce to 
Orlando have now been worked out 

Gov. LeRoy Collins “approved the 
recommendation of the turnpike au- 
thority that the authority enter into 
an agreement with Shearson, Ham- 
mill & Co. of New York, nationally 
known underwriters and distributors 
of state and municipal revenue 
bonds, to purchase the bonds for the 
extension of the turnpike,” Manuel 
said. 

The governor's authorization re- 
moves the last remaining barrier to 
the extension of the road to Orlando 

COST OF THE extension is esti- 
mated at between $50 and $55 mil 
lion, “depending upon the amount of 
reserves and contingencies required 
by the engineers and bankers to 
make bonds ready salable.” 

Shearson, Hammill agreed to pur- 
chase the bonds in 30 days after they 
are validated by the state supreme 
court and to post $100,000 with the 
authority as evidence of good faith, 
Manuel said 


Building Permits 
Over $7.8 Million 
For Month 


The fivecounty Central Florida 
area issued’ building permits total 
ing $7,842,020 during the month 
Real estate sales of $24.162.948 were 
reported for the same period 


Orlando Air Travel Reaches New Peak 


Orlando Sentinel 


Vol. 76—No. 38 


Oriando, Florida, Tuesday, June 21, 1960 


TEL EPrOne 
Garden bse 


10 Cts. 32 Pages 


A Mighty 123.8 Pct. 


Climb In Only 10 Years 


Mind If 


We Play Through, Gentlemen’ 


Census Puts 
Orlando At 
317.412 


WASHINGTON OP The metro- 
politan growth of Orlando during 
the past decade—a 123.8 pct. in- 
crease to 317,412 persons—was the 
greatest of any city in the nation, 
the Census Bureau announced yes- 
terday 

San Jose, Calif. was a close sec- 
ond with a 120.1 pct. increase 

The bureau said the number of 
persons living in the suburban sat 
ellites of the nation's cities jumped 
from a little over 36 million in 1950 
to 53,255,047 in 1960, with the rise 
representing an increase of 47.2 
pet. and accounting for a whop- 
ping share of the 26,407,392 popu- 
lation spurt for the nation as a 
whole 


Area Bank 
Deposits 
Hit $640 

Million 


By DAVE HOWELL 
Staff Writer 

Deposits in Central Florida banks 
and savings and loan associations 
totaled $640,731,823.12 at the end 
of May, according to the Central 
Florida Business Barometer pub 
lished for the first time by the 
Greater Orlando Chamber of Com 
merce 

Other May totals for the five-coun 
ty Central Florida area show bank 
jearings of $476,213,685 54; real es- 
tate sales of $24,162,368 and sales and 
use tax collections of $1,222,200.32 
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It’s so EASY to 
GET ALL of this BIG MARKET! 


is the WHOLE Sy! iwcuse Market... all 15 
counties of it. 


It’s the big Svracuse marke tpl ice OCC upied by 1,367,100 


bi income, Powe rful spe nding people. 


It's one-third the total area of New York State = 
AND ITS DELIVERED EFFICIENTLY AND EF- 
FECTIVELY BY THE SYRACUSE NEWSPAPERS. 


230.814 salesmen® work this territory everv day 3 


t's their territorv. It has to be in your advertising plans 


SO) big ind so) rich and so easily available. 


SYRACUSE NEWSPAPERS deliver this market 
and no other combination of media in the market 


rs comparable coverage at comparable cost. 


GET THE DETAILS—inf 


uence, power circulation 


’ 
full market measurement, and all the eve-opening facts 


from MOLONEY, REGAN & SCHMITT. 


The mbined cir ation 


ewspapers (RC 
Audit Report fo nths period ending March 31, 1960 


yracus ‘ 


COLOR AVAILABLI 


ily & Sunday. 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


e THE POST STANDARD 
Morning & Sunday 


Represented Nationally by MOLONEY, REGAN @ SCHMITT 


GD: CIRCULATION. Combined Daily 230,814 © Sunday Herald-American 202,467 © Sunday Post-Standard 102,966 
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A PLACE TO WORK, offered by rail- 
roads, in the belief that salesman can 
be wooed by appeals other than speed. 


room. There will be time to prepare 
sales presentations and correspond 
ence, read call reports, as well as 
plenty of time to think out knotts 
sales problems The railroads offer a 
minimum of wear and tear on vour 
nervous system 

Many firms are actually scheduling 
pre-sales-meeting get-togethers on the 
way to a convention or destination 
citv—right on the train. In this way 
plans and strategy are set up in 
advance c 


& Youll enjoy physic al accommoda 
tions equal, and in many cases 
superior, to any other mode of trans 
portation And, of course, the down 
town-to-downtown feature of _ rail 
travel appeals to many appointment 
conscious salesmen And vou ll pay 
competitive fares—on occasion less 
than those of competing modes of 
travel. Even a rail travel card is 
available on more than 50 roads, with 
no fee charged for its use 

The railroads believe they can add 
a relaxing dimension to your business 
travel—something that busy _ sales 
executives seldom have time to en 
jov. And the general passenger traffic 
managers are looking for the oppor 
tunitv of proving this point to vou 
Thev're determined to find—and sell 
all the features that will make vou 
want to travel by rail 

Behind this somewhat cumbersome 
title, these men are the railroad’s 
hardworking sales managers—certainls 
a more accurate title for the selling 


job thev have to do. @ RAK 


Brownie Starflash Camera, $9.95 list 
Shoots lor slides, black-and-white 
and « snapshot hh as illus- 
trated 1.35 list Juthit with camera 
in color 


Response at Raleigh continues to mount 
for this KODAK premium 


If anv firm can speak from experience with premiums, it’s the 
Brown & Williamson Tobacco Company, maker of Raleigh 
cigarettes 


ASTMAN KODAK COMPANY 

emium Sales Office, Rochester 4, N. Y. 

Lok q Gentlemen: Please send me more details on 

sé j » Daleosea » ” a) wn fh , 4 2 . +4 n 
Se{dom does a Raleigh premium summon the response the Brown promotion opportunities with Kodak premiums 

Starflash Camera has. hodak cameras and outfits are very popular 


here ind tomer demand shows thew popularity 15 gr ving,” 


Name 


says Milton Rush, Manager of the Premium Department. 


Every promotion department looks for top response in its Company 


premiums. In Brown & Williamson’s case, the popular appeal 
of Kodak products played a part. So did the insight of Raleigh 
promotion men in choosing the right Kodak camera. 


Position 


There is a right Kodak premium for your promotion, and 
Kodak will be happy to help you find it. Mail the coupon today 


Among your next premiums, besure toinclude Kodak cameras 


**Kodak"’ and “ Browme’’ are trademarks 


— ee eee 


Prices are list and subject to change without notice 


Ba i cna dem de a eum ea tie amb nin Gleeh lnm ome comm atl ER SUED cone Gta ame 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


Fa 
<Ko@dalk 
SEEN ON KODAK'S ED SULLIVAN SHOW" AND "THE ADVENTURES OF THE NELSON FAMILY” he TRADEMARK 
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An-industry-by-industry 
look at potential inven- 
tories and an estimate 
of the advertising pres- 
sure that may be neces- 
sary to move these in- 
ventories. 


Key to Ratings of 
“Advertising Pressure” 
(The Advertising Increases Needed 


to Capitalize Fully on Current Po 
tentials for Sales) 


* Even maintenance of adver- 
tising required. 
x* Normal advertising ad- 


vance required (5% to 8% increase 
in budget). 


*k* lorge advertising increase 
required (8% to 14% increase in 
budget). 


kk KK Extraordinary advertising 
increase required (more than 14%). 


Next 
2 Mos. 


Key to Ratings of 

Inventory Size 

A—$2 billion and over 

B—$1 billion to $2 billion 

C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 

Size is by value of the industry's 


inventory as of the present time. 


} Arrows indicate increase or de- 
crease in rating over past two 
months. 


Capital Spending To Force More Advertising 


] 
ru S 
ood 


More 


more 


available; 


And selling them 
a like 


are even 
are coming up 
is going to take 


adve riising 


increase in 
Biggest pressure for advertising will 
result of 
plant and equipment 
on all fronts. Frem the first 
$35-billion seasonally ad 
annual rate, such capital out 


come as a 


current and 


planned new 
spending 
quarter s 
justed 
l 


Avs grammed to rise 7 


to 3.3; 
billion and $37.5 billion, respectivel 
for the l 


SeCCOTIC : 
th 


ire prog 


nd third quarters of 
us veal: 


Manutactu industries rail 


roads, public utilities and commercial 
companies all expect bigger spending 
through the (Mining 
and nonrail transportation show in 
creases for the second quarter but ex 
pect a leveling off the 
ahead 

Manufacturers’ investment is ex 
pec ted to reach a rate of over $15 bil 
lion in this third quarter—about one 
fourth higher than last year’s third 
quarter For the same period, 


third quarter 


in months 


non- 
manufacturing industries should spend 


$22.5 than 


about 22 billion—6% 


more 


roads 


among the 


pec t no increase 


Plans 


of 


durable 


major 


y ns 
group 


goods manufa 


turers call for 1960 plant and equip 


ment expenditures 
$1.7 billion more than in 


advances ove 


steel. 


tries 


have 


representing 
The 


seve! 


li nm 


among 


mac hine ry, 


amount 


nearly 


of $7 


| 


an increase 


increase 


al 


major 


1S 


. 


nd 


i 


motor vehicle 
the glass and building products ind 
Nondurable yg 
programmed outlay 
the same 


ot 


5 | , 


5 billion yI 
59 
59 are expec ted 


L irge 
in the 
and 


US 


o0o0as companl 


ibout 
illion 


~ $1.1 bil 
distribute 


‘ 
ust? 


les 


cluding the chemicals, textiles, food, 

petroleum and paper industries 
While it is true that inventory ex 

down in 


pansion slowed 


recent 
months, it is now moving into an up 
trend 


Comparatively strong retail 


sales are helping this renewed up 
trend, with a fine potential of record 
breaking spending by the public over 
the near future 

Population continues to rise sharp 
lv, and public needs are rising, too 
as the huge baby crop of World War 
II grows into its teens 
of the public 


| 


I is advancing 


Buving power 
another important fa 
t Annual disposable 
px rsonal income is running at a major 
new high of $352 billion up more 

5% over the $335-billion rate of 


And a further help 


American's buving 


thir l-quartet ‘59 


to the iverage 
power is the fact that his wages have 
en undermined by inflation 
In addition to enjoving record 
breaking disposable income, the pub 
lic has i backlog ot record-breaking 
Most recent estimates show 
s at $89] billion-plus 
total debt of con 
at less than one 
*» reserves, leaving mer- 
idvertisers with 1 
ver S650 billi ym! 


e as the base for 


an advertising increase is the strength 
of business finances. The board esti 
mates net working capital of Amer- 
ican corporations at more than $134 
billion at present, an outstanding new 
high comparing with $128.8 billion at 
the end of ’59 and $120 billion at the 
end of ‘58 
are not so wide as some had antici 
pated earlier in the year, they are still 
record breaking 


While business profits 


Moreover, a strong 
indication of confidence comes from 
dividend payouts running more than 
5% above '59’s 

Forthcoming elections point to 
more emphasis on growth of the 
economy—and the need for more ad 
vertising to help accomplish this 
growth The economy is big and 
growing substantially now under large 
and high labor 
In the first quarter of 
the vear, Gross National Product, rep 
resenting the total output of goods 
and services, jumped by $14 billion 
to an annual rate of $501 billion 
rhe second-quarter rise was just short 


productive capacity 


productivity 


of $5 billion, and it seems logical to 
inticipate at least this rate of gain 
for the remainder of this vear 

SM’s Advertising Weathervane re 
flects the influences of all the preced 
ing factors as well as a wide variety 


f others influenti in determining 


an advertising pressure rating for each 
of the industries tabulated here. The 
ratings, which can readily be trans- 
lated by referring to the kev at the 
top of the page, are based on a com- 
prehensive range of data available to 
a carefully selected panel of 90 au- 
thorities. Wholly impartial, this Ad 
vertising Weathervane Board in 
cludes trade analysts in the Depart 
ment of Commerce, Census Bureau 
Department of Labor, Federal Re 
serve Board and other Government 
agencies, as well as in trade associa 
tions, financial institutions, univer 
sities and other private organizations 
The ratings are developed from the 
consensus ot these experts, who ev alu 
ate and draw conclusions based on 
the following weights for Advertising 
Weathervane ratings, using a universe 
of 100 
Current Production 
Capacity 
Expansion Projections and 
New Products 
Public Needs for Products 
ind Potential Buving 
Power 
Ability of Industry to 
Finance Increased 
Advertising 
Industry Labor Productivits 


Now—EASTERN’S Flying Freighters offer 


OVERNIGHT 
DELIVERY 


New York—Miami—San Juan 
New York—Atlanta—New Orleans—Mobile—Houston 
Chicago— Atlanta—Miami—San Juan 


@ Reserved space on every Freighter flight. 

@ Pressurized and temperature-controlied. 

@ Flights daily except Saturday and Sunday nights. 
@ Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN/AIR LINES 
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‘**Yeah, boss. 


_ Engineering 
says 
we're in” 


“Easy, fella. That’s only half the sale.” 


The sales manager knows it takes two sales to 
get the business. 


1. You have to get your product on the Ap- 
proved List. Engineering or production or 
maintenance and purchasing executives are all 
involved here. 


2. Then you have to sell purchasing on your 
company and your services — to get your share 
of the business. 


One of the most effective ways to make both 
sales is to advertise regularly in PuRcHASING, 
the methods magazine that for 44 years has 
helped industrial buyers in all phases of their 


work. This is the magazine they read for trends, 
background of the news, and for ideas on sys- 
tems, inventory control, legal aspects of pur- 
chasing, and such important techniques as value 
analysis. 


PURCHASING macazine 9 
Ga 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, New York 

the methods and news magazine for industrial buyers 
PURCHASING Magazine's ten full-time editors represent 
a full century of practical purchasing experience. They 
speak with authority. They are read with intensity, 


Sales Management 


August 19, 1960 79 


Of course Im sure. 
I read it 
in Newsweek 


More key defense officials read Newsweek 
than any other newsweekly 


Of the many persons in America’s defense establish- 
ment, a select group makes the top decisions that may 
affect your business. To talk to these key officials, put 
your advertising in Newsweek. Interviews with 572 of 
the most influential individuals in the National Aero 
nautics and Space Administration, Army, Air Force, 
Navy and Office of the Secretary of Defense, reveal 
that more key defense officials read Newsweek than 
any other newsweekly. For all the survey facts and 


figures, including names of those queried, ask the 
Newsweek office nearest you 


The world-wide newsweekly for communicative people 


Rayco Takes a Whirl 
At ‘Searsmanship 


Rayco Manufacturing is rapidly be- 


coming a Sears, Roebuck in the 
auto accessory field. Now opening its 


own retail outlets at the rate of three 


a month, Rayco is shooting for 300 


stores and sales of $100 million in a 


wide variety of products by 1965. 


started 
business in 1946 when it made its first 
Today, the 
Paramus, N.J., firm is trying furiously 
to catch up with Gamble-Skogmo and 
Western Auto Supply, the two giant 
retailers of auto accessories 

Rayco initially franchised retail 
outlets to sell and install its auto seat 
Then it added convertible 
tops to its line, followed by acces- 


sories tor car 


Rayco Manufacturing Co 


automobile seat cover 


covers 
interiors — carpets, 
cushions, etc. In 1957, mufflers and 
tail pipes were taken on; in 1959, 
Come 1960, tires 
were introduced, with batteries sched- 
uled later this year. There's no limit 
to the new products Rayco might add 

Now Ravco finds that it can’t ex 
pand fast enough by handing out 
franchises. So, it is whirling around 
the country opening its own stores and 
operating them, too. Its goal is 30 new 
stores during 1960, backed by an ad 


shock absorbers 


vertising campaign in excess of $3 
million. By 1965, Rayco is shooting 
for 300 stores, company owned as 
well as franchised, and sales of more 
than $100 million a vear in a wide 
variety of products — three times its 
1959 sales of $34.5 million (as esti 
mated by informed industry sources) 

Fifteen new company-owned units 
have been opened during the past 
three months—in Michigan, Ohio, IIli- 
nois, California, New Jersey, New 
York, at an average investment of 
$225,000 each. This makes a total of 
166 units in the present Rayco chain 
Between 30 and 40 new 
units will be opened during the next 
12 months 


of stores 


HIGH-TRAFFIC AREAS of Rayco stores 
break back-alley tradition of field. 
Such new outlets help speed expansion. 


Existing franchised stores will con- 
tinue to operate as such. Rayco feels 
that operation of its owned stores will 
create an even more intimate associa- 
tion with its franchised operators 
since they will both be stor« opera- 
tors speaking the same language 

The basic reason for the switch 
to company-owned stores, according 
to Rayco President-founder Joseph 
Weiss, is the increased capital invest- 
ment required to open a 1960 retail 
facility. 

“Progressively,” Weiss explains 
“the investment in inventory and 
equipment, the requirement to obtain 
a Rayco franchise, increased from an 
average of $5,000 in 1946 to $40,000 


Rayco is a privately owned and operated company 
with a split personality. One profile presents a cor- 
porate image; the other, a small, independent retail 
Actually, it now stands as the largest inte- 
grated manufacturing-retailing complex in the re- 
placement automobile-accessory business (an industry 
estimated to have grossed $1,250,000,000 in ‘59). 


Chief archituct for Rayco’s structure and continuing 
expansion (from $100,000 to an estimated $34.5 
million in 14 years) is its 49-year-old president, Joseph 
Weiss, who, when the business first started, made the 


Behind the Two Faces of Rayco... 


three critical decisions upon which its marketing struc- 
ture is based today: 

1. Establish Rayco stores in 100% high-traffic loca- 
tions (with attendant high-risk elements) instead of the 
more usual back alleys and unattractive garages. 

2. Engineer the “open stock” principle, for minimum 
inventory with maximum turnover. With interior com- 
ponents—particularly seats—of many different auto- 
mobile models interchangeable, “open stock” permits 
customers to add to or replace merchandise from 
readily available stock. 


3. Advertise—heavily, at all times. 


Sales Management 


August 19, 1960 81 


in 1960 indicates 
that qualified managerial personnel, 
in the most productive age brackets, 


Our experience 


do not make capital investments of 
the size required in 1960 The only 
realistic procedure to achieve our 
goals is to switch over to company- 


owned and -operated retail units.’ 


> Early in its history, Ravco estab 
lished a complex of executive services 
to assist the individual stores. Over 
the years these services have been ex 
panded and departmentalized, and 
now consist of 13 service divisions 
associate stores, advertising and sales 


xomotion, real estate, architecture 


} 
I 
} 
i 


egal, research, new products, pur 
} 


chasing, manutacturing, marketing, 
franchise, personnel and public rela 
tions, financial 

Each division and department with 
in a division develops its own long 
range plan as part of the corporate 


} 


long-range project The division's ex 
ecutives appraise future sales poten- 
tials and analyze possible future 
products and ideas for services 

Ravco sees itself as sooner or later 
becoming a fullv de veloped manage- 
ment consulting team devoted to any 
pr duct or anv service where reward 
iS Wart unted 

The scope of its services starts with 
determining a new store location. The 


research division, an integral part ot 


Ravcos management structure, serves 


® Evaluating poten 


tor a store 


® Evaluating trading are: 
determine feasibility of loc: 
tional stores in a given area 
1 
bi-monthly sales 
to provide a guide for 


» store 


bad Analyzing sales trends for each 

wre, to provide a guide for adjusting 
inventory for stvle, fabric, or store 
size 

® Analvzing sales data for each 
Store, t ermine selling weaknesses 
whicl ure f 


hich ocus on certain prod 


s training 
@ Interpreting chain-wide sales 
lata, to provide a guide for timing 
the merchandising of the introduction 


of replacement items in the lin 


® Analyzing individual store adver 


tising responses, to provide a guide 


for effective media scheduling 

In its work, Research relies con- 
stantly on Sales Management’s Survey 
of Buying Power 


conscience of Rayco’s entire selling 
system. Here all data from the various 
divisions and retail stores are used in 
the company’s over-all planning and 
scheduling. Major department heads 
under Marketing are the manager of 
stvle design, national sales manager 
general wholesale sales manager, gen 
eral store operations manager, gen 
eral merchandising manager financial 
retail controller 

“It is essential,” Davis explains 
“that a marketing division be assured 
during every season of the vear that 
it has a goodly number of ideas to 
produce a satisfactory sales volume 

“In most businesses it is usually not 
lack of ideas but lack of practical 
planning and well ordered imple met 
tation that results in weaknesses that 
have to be ironed out This is par 
ticularly true of widespread national 
distributors, who have to see that 
their plans ave thoroughly carried out 
at point-of-purchase in areas widel: 
“ parated geou! iphically 


Ravco has overcome this problem 


to a great degree through its 30-day 
Detailed plans 
are drawn up on a 30-day basis, six 


planning programs 


for each marketing 
including genet il ales 
] 


management; sales 


weeks int advance 
department 
promotion; store 
operations general merchandising 
with divisional breakdowns for muffle1 
merchandising seat covers, convert 
ible tops shock absorbers and acces 
sores financial controller: adverti 

' nt 


Ing managers and management of 


the company’s wholesale operations. 
The plan is used as a basis for ac- 
tion, and at the end of the period 
there is a review to assure satisfactory 
completion of assignments. As an ex 
ample, here is the 30-day program 
of the convertible top merchandising 
manager for the month of June: 


l. Review of sales mix: corrective 
action through notes to regional di 
rectors if the stores’ sales mix was not 
satistactory 


2. Weekly review of stores’ orde1 
ing patterns 

3. Re gional directors’ follow up on 
stores’ ordering: All stores were an 
alvzed weekly. Those stores that had 
not placed orders for convertible tops 
were called to the attention of the 
sales manager to make sure regional 
directors checked immediate], 


4. Product 


tops were analyzed in relation to their 


analysis: Convertible 


stvling, pricing and service to store 
managers Competition was checked 
to see how their pricing, retail and 
wholesale 


compared with Rayco’s 


pri Ing 


5. Introduction of new convertibk 
top pad An improved pad compar 
able to new car pads came out dur 
ing the month of June. Pricing was 
the same as for the pad which Raveo 


stores had been selling 


6. Continued exploration into the 
possibility of changing the product 


line in terms of elimination of low 


A PLAN FOR EACH DEPARTMENT in the marketing division is co-ordinated with 
over-all long-range projects. Here Marketing V-P Lewis Davis (r) confers with Ad- 
vertising V-P Julius Rudominer on the current 30-day sales plan for all products. 


&> The marketing division, directed 
by Lewis C. Davis, senior vice presi- 
dent of marketing, is the profit-center 
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This new 
National 
Yellow Pages 
Service 

gels us any 
combination of 
over 4000 
directories 
across the country 
—with just 
oue contract! 


Media Dir.: More? Well, now we can buy 
exactly the right Yellow Pages directories to 
fit our clients’ local marketing patterns. 


Acct. Exec.: No waste? 


Media Dir.: Nope. And the Yellow Pages 
people will help us determine directory cov- 
erage by markets. They'll furnish us with all 
the marketing data we need. 


ect. Exec.: You said just one contract? 


Media Dir.: Right. Covers any and all direc- 
tories we buy. Just one monthly bill, too. 


Acct. Bzec.: But what about the different 
competitive problems we have in our vari- 
ous markets? 


Media Dir.: NYPS solves them — ’cause we 


can vary our space sizes and our message to 
meet competition. 


TELL ME MORE % 


Acct. Exec.: Okay, but can we really sell in 
the Yellow Pages? 


Media Dir.: Positively. Tie right in with our 
national campaign. And of course we'd be 
getting to people when they’re ready to buy. 
Acct. Exec.: Good. Let’s see a plan on it. 


Media Dir.: They’re typing it up right now! 


NATIONAL 
YELLOW PAGES 


SERVICE 


ONE CONTACT / ONE CONTRACT / ONE MONTHLY BILL 
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gross margin item K; possibility of 
sealing top A; improvement of top B. 


7. Continued effort to improve 
products, based on suggestions and 
recommendations received from fran- 
chised operators and field personnel 


“It will be noted in the above ex- 
ample,” Davis points out, “how sales 
management is alerted to make sure 
that our regional directors concern 
themselves with the improvement of 
the sales mix in their respective areas 

“Sales management is also alerted 
to the weekly ordering analysis of 
everv store. Where we 


are moving 


away from low gross margin item K, 
our advertising department will be 
advised and will schedule less ad- 
vertising on that item. This will be 
carried over to the sales promotion 
department where store signs and dis- 
plays are prepared. The head of the 
sales promotion department will be 
advised on the convertible top sales 
mix and the desirability of displaying 
the various products in the line in a 
manner which will help to produce 
the right sales mix. 

“The financial department in its 
planning will make certain assump- 
tions in regard to the over-all gross 
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profit change based on adjustment in 
the convertible top product mix. The 
wholesale department will take into 
its plans those of the convertible top 
merchandise manager. The store op- 
erations department will consider 
product changes and the repercus- 
sions in installation.” 


> From its beginnings, the com- 
pany has been determined to sustain 
its consumer advertising on an in- 
creasing, year-around basis. In 1960 
more than $3 million will be invested 
in television, radio and local news- 
papers, and at times in such national 
magazines as Life, Look and The 
Saturday Evening Post. Advertising 
is scheduled on percentage of sales, 
market by market. Franchised stores 
will pay for the space or time, and 
Rayco for the oth, corr Company- 
owned stores are covered for all 
vertising costs 

Advertising results are thoroughly 
checked. Customers in each store 
make this possible. When they pay 
their bills they fill out a “response” 
card, on which the following are 
checked: product purchased; source 
through which the customer learned 
about Rayco; advertising seen or 
heard; direct mail received; whether 
with wife or husband when pur- 
chase was made—if alone, whether 
male or female. 

Response cards are tabulated and 
interpreted for all Rayco divisions 
and departments Internal reports are 
made out regularly for each store, 
on media and vehicle; number of re- 
sponse cards—specified and unspeci 
fied products; retail unit sales; car 
sales percent; response percent for 
each product sold; dollar receipts for 
each product sold; advertising cost for 
each product sold; absolute dollars to 
advertising cost for each product sold 

Advertising for 1960 is based on 
the creative idea rather than the 
out-in-out merchandising idea. 

Daily and weekly reports from store 
managers are a must at Rayco, be- 
cause they prevent store managers’ 
mistakes in operation; insure maxi- 
mum potential for sales and profits; 
serve as guides to current operating 
or tactical decisions; form a basis for 
evaluating managerial performance; 
provide a starting point for long-range 
new store investment decisions; form 
a profit trend and profit variance 
analysis. 

In short, aside from the mechanical 
and merchandising advantages en- 
joyed by all Rayco store managers, 
they have a singular edge on their 
competitors—a staff of 300 headquar- 
ters marketing specialists to assist 
them in operating their businesses 365 
days of the vear. @ AE 
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Advice 


or 
Young 
Salesmen 


By WILLIAM R. KELLY 
General Manager, Retail Sales 
Sinclair Refining Co. 


Marketing will pay you more 
money and in a shorter time than most 
other business careers. It can be more 
rewarding, too, in a deeper sense of 
fulfillment if you understand some of 
the hazards ¢hat go with the oppor- 
tunities. 

Personalities are forceful and pres- 
sures are severe in this business, and 
the demands upon your thought, time 
and energies will not be regulated by 
the clock. Gratifications, while they 
are more stimulating than in most 
other kinds of work, may serve to 
intensify your emotional ups and 
downs. Unless you are a breed apart 
from the rest of us, recurrent waves 
of tension, discouragement and apathy 
will compete with elation and ambi- 
tion for control of your personality 
How you relate your job to your total 
life will be an important measure of 
your success. 

You probably will be well trained 
in the techniques of selling and the 
responsibilities of your job. I suggest, 
however, that you think about some 
of those things that will not be a part 
of your indoctrination. 

Selling calls for an assortment of 


The demands of a productive selling life and the 


pursuit of a rewarding personal life . . . are in- 


extricably linked together in the chain of things 


that will lead to your success.—William R. Kelly 


disciplines, one of which finds expres- 
sion in the several forms of persuasion 
Semantically, I suppose, it is best de- 
scribed by the word “force.” It is the 
continuing pressure, overt or subtle, 
that every salesman must exert in the 
competitive marketing of his wares 
Force is the essence of the selling 
personality and many salesmen some- 
how get along with little in the way 
of additional asset. 

The fact that a few of these men 
have the good fortune to be selected 
to manage complex people and make 
complex decisions is significant but 
not relevant to the first point I am 
trying to make, which is this: Market- 
ing by its nature is an area of con- 
tention—out in the territory for the 
potential dollar and within the com- 
pany for recognition and better jobs. 
In an atmosphere where competitive 
pressure is unremitting, your ability 
to keep conflict in constructive chan- 
nels becomes one of your important 
qualifications. 


The Scope of Conflicts 


You will become involved in two 
kinds of conflicts, real and imaginary, 
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and the latter is likely to take the 
greater toll unless you guard against 
it. By imaginary, I mean the futile 
arguments carried on in your mind, 
the antagonism you invent and the 
decadent resentments you keep alive. 
Every ambitious man is susceptible 
to them. Unless they are held in check 
by attitudes of good will and a rea- 
soning mind, these mental battles may 
suffuse your personality. 

If you find yourself slipping into 
the habit of chronic derogation, re- 
member: The process which leads to 
your maturity as a person, as well as 
a salesman, is reversed when you al- 
low your mind to become an area of 
meaningless contention. Your health, 
your most precious asset, is under- 
mined when glands work overtime to 
pour the poisonous fluids of resent- 
ment and hostility into your body. 

Real conflicts are something else 
Although they are inevitable in all 
areas of life, you will find that mar- 
keting has more than its share. The 
fact that we seldom punch anyone in 
the nose these days does not suggest 
that the impulse has lessened over the 
years. We are more subtle and orderly 
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: our manifestations, but we do bat 
tle with the same old intensity 

One of the greatest satisfactions vou 
will get out of your business career 
will be the 
your competitive dealings with others 
You will be judged as you climb the 


wisdom you discover in 


ladder, to be sure, by your ingenuity 
and aggressiveness out in the market 
place 


understand that vou will be meas- 


I hope vou will also come to 


ured by your values—that compromise 
violent the 
is, in the long run, violation 


with integrity, however 
struggle 
of your company’s character as well 
as vour ownt 
You will be measured, too, by vour 
skill in trving to resolve personal con- 
flicts that threaten to get out of hand 
‘ objective appraisal of past 
( ind by your courage in put 
ting an end to senseless conflicts. If 
you are tempted to encour ige the re- 
curring antagonisms that undermine 
the health of a sales organization and 
rt energies trom the job in the 
misguided belief that it will strengthen 
n, take another look—it’s 


} 
maternal starvation 


' 
vuse the urge to excel in competi 
4 . 
~ the characteristics of a 


1 salesman. Within rules that keep 


constructive channels, conflict is 


Is one 


i le gitimate test of courage 
It stimulates our creative 


} +7 . 
d helps to build the indus 


Holmes on 
f life. It can 
be harnessed 

ind I and the 

lo in our ever\ da 
han 


handling 


Personal Values in Business 
My second suggestion is this: Don’t 
the good life and 


you earn money 


You b will consume most of vour 
: 
} 


rome auvellesn aed wane 1 

yurs awake and vour business career 

will be much a part of the fabri 
yur life—in which your principles 


sacred beliefs are tightly woven 
ut for separate treat 


unr ivel 


lave two catalogues of 

mvenient use during each 

maintain good mental health 

ou're not put together that way. If 
our personal religion assumes that 


there are absolute values and stand 
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ards, that there is meaning, direction 
and ultimate purpose in the living of 
your life—bevond the salary you earn 
and the status you achieve in your 
company’s hierarchy—then you cannot 
compromise those values during half 
of vour life. The man who subordi- 
nates the precepts of his personal re- 
ligion from Monday to Friday in a 
frantic effort to get to the top is not 
a good manpower investment despite 
evidence of ambition and drive, and 
this is understood by competent man- 
agement 

Competitive life can get pretty 
rough and at times its climate will 
seem cold, calculating and expedient 
Somewhere along the line you may 
find vourself asking: “What purpose 
do I serve? What am I creating? Is 
this a self-canceling expenditure of 
time in the quest of money or am I 
contributing something of ultimate 
good?” Difficult to pin down in words 
ind stronger in some of us than in 
others, there does exist in each of us 
a very real spiritual need and this 
question gives expression to one of the 
pervasive instincts of mankind — the 
to fulfill, to satisfy, 
the “hunger for great living” that lies 
deep in every one of us 

When vou chose the field of busi 


ness, vou entered the most dynamic 


need to create 


irea of contemporary living. The peo 
ple who manace business have more 
direct influence upon more people 
other 
social group. This complex arrange 


ment of personalities we call “the 


during more hours, than any 


corporation” has its own character 
and is unique in many respects 

The « poration is first and fore 
most a monev-making institution re 
sponsible to its stockholders for the 
best possible return on their invest 
ment. But it stands side by side with 
other American institutions—religious 
political and educational — in its re- 
sponsibilities to the societv in which 
it exists. The character of a corpora 
tion 18 a composite of the characters 
of its people and as one of its pe ople 

mu will be a dvnami part of it 

More and more these davs we are 
reminded that the spirit of the busi 
nessman must find expression in his 
business life. If this is so, how does it 
occur? The things we call spiritual 
are difficult to put into 


words, and the evangelist does his 


reasoning 


cause more harm than good when he 
tries to sell his religion during the 
working dav. How then shall we con 
vey our beliefs to practical people 
who spend their days slugging it out 
with other practical people? 


The Power of Affirmation 


I feel sure that you will find your 
own answer to this question, but I 
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suggest that you consider the implica- 
tions in the word “affirmation.” ‘To 
affirm is help rather than hinder, to 
build rather than tear down. Karl 
Menninger has said that the practical 
»wroblem (facing the businessman) may 
ye stated thus: How can we encour 
age love and diminish hate? Harry 
Overstreet says: People are responsive 
to people, not only in their sustained 
relationships but in their momentary 
meetings, and what is done to the 
stranger is likely to become what the 
stranger carries with him into the next 
situation 

Affirmation is a practical word to 
express the life principle of society 
love—and those who would reject this 
concept in business because they can 
not reconcile it with the pursuit of 
hardheaded profit minded objec tives 
had better look again The real vil 
lain in the business arena is the de 
bilitating, undermining influence of 
negation. Not only is the quality of 
affirmation a manifestation of the 
spirit, it is a pr ictical characteristic 
of a healthy mind and a healthy com 
pany. To affirm does not suggest that 
vou turn the other cheek in the com 
petitive battle. Some of the toughest 
competitors at the top level of Ameri 
can industry are men who live by this 
principle 

As a working part of a business 
you will be exposed to 
writings and teachings of men who 


trv to relate the man to the organiza 


community, 


tion and you will ingest an ample 
supply of advice on how to handk 
vour job in concert with « orporate life 
You mav find vourself so preoccupied 
with ways and means for showing 
vourself in a favorable light that vou 
overlook the three traditional essen 
tials to success—work, intelligence and 
health—a trio of words that seem to 
have lost status in language 


The Work Habit 


Work is the sine qua non for the 
salesman, and I don’t mean intermin 
able drudging. The man who concen 
trates on his job to the exclusion of 
everything else 8:30 a.m. to 
5:00 p.m., and who brings to bear the 
full weight of his ability and effort 
is a hard worker in the selling busi 
ness. He’s a rarity, too. If his extra 
curricular habits contribute to his 
business abilitv, he’s a double-dved 
rarity 

The accomplishment of a full day’s 
work, every working day, is one of 
the difficult habits for the 
salesman to attain. Like most other 
habits, however, a consistent dav’s 
work once mastered becomes common 
place and much of the strain disap 
pears. You will have empty days and 
productive days, days of discourage- 
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1960 Major U. S. Markets Analysis. Based on authentic 
data from Sales Management Survey of Buying Power 
and U. S. Bureau of Census. Published annually by 


Greensboro News and Record. 


Invaluable marketing brochure containing 
exclusive information not available else- 
where. For men who make the decisions in: 
Sales e Media e Advertising e Market 
Research e Manufacturing e Distribution 
e Retailing 


Complete Data for the Nation’s 300 Metro- 
politan Markets 


Dollar Volume Ranking of the Nation’s 300 
Markets in 10 Major Sales Classifications 


Gain or Loss (1959 over 1954; in Dollar 
Volume Ranking of the Nation’s 300 Markets 
in the Basic Sales Classifications. 


Dollar Volume Ranking of the South’s Top 
Metropolitan Markets in the Basic Sales 
Classifications. 


Dollar Volume Ranking of the Nation’s Top 
100 Metropolitan Markets in Total Retail 
Sales. 


Household Income Ranking for the Nation’s 
300 Metropolitan Markets. 


This highly prized brochure will give you a 
completely dependable and authentic source 
of market comparison and a yardstick for 
measuring the sales performance of your 
company. 


Write today on your company 
letterhead for your free copy of “‘Major U.S 
Markets Analysis 1960.”’ 


Greensboro News and Record 


GREENSBORO, NORTH.CAROLINA 


OVER 100,000 CIRCULATION 


© OVER 400,000 READERS 


In the Top 20 Retail Markets of the South and Top 100 of the Nation 


Represented Nationally by Jann & Kelley, Inc 


New York Chicago 

166 Madison Ave 60 N. Michigat 
SAT Fran 
111 Sutter St 
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ment and days of elation—but one of 
the genuine contributions to your well 
being and to your success as a sales- 
man will come when vou achieve the 
simple satisfaction of looking back 
every day at 5:00 p.m. upon a hard 
dav’s work 


The Need to Grow 


You were born with certain apti- 
tudes and a measure of native intelli- 
gence, and your pre-business environ- 
ment will have taught you certain 
things in preparation for your career 
The things you learn on the job will 
be practical and necessary but they 


will not be enough to satisfy either 
your personal life or the demands of 
your career. Keep studying and don’t 
overlook the liberal arts. I recommend 
the arts, the great books particularly, 
not because I want you to be a kindly 
philosopher, but because you will 
find in them practical wisdom that 
has to do with making money and 
finding mental equilibrium. 
Remember that what you learn as 
an adult comes into your mind in an 
ever increasing context of experience, 
a context impossible during your years 
at school. If you decide to expend all 
vour energies making vour “bundle” 


‘The 10 Biggest Mistakes’ 
Now Available in Booklet Form 


The entire series of articles on “The 10 Biggest Mis- 
takes That Executives Make,” authored by Don Scott, 
has been republished as a 28-page booklet. It is now 


available to readers for $2.00 per copy. 


The demand for this series, which ran as ten con- 
secutive articles in Sales Management beginning last 
March 4, has been tremendous. It has made a real hit 
with management of companies, large and small, in all 
fields of business. Thousands of reprints of the indi- 
vidual articles have been sold by our Readers’ Service 


Bureau and requests for copies of the booklet contain- 


ing the complete series have been pouring in daily. 


Articles in the series are 


Building the Organization ‘Around’ People 
Letting the Grapevine Take Over 

Seeing People, Not Objectives 

Trying to Operate Without Routines 
Hoarding Authority and Responsibility 
Ignoring the Human Factor in Pay Plans 
Failure to Develop People 

Keeping the Staff in the Dark 

Hiring or Keeping the Wrong People 
Failure to Make Long-Range Plans 


For copies of “The 10 Biggest Mistakes That Execu- 
tives Make” write: Readers’ Service Bureau, Sales Man- 
agement, 630 Third Ave., New York 17, N.Y. Please 
enclose remittance of $2.00 for each copy desired. 
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first so that you can devote the rest 
of your days to the life of the mind, 
you will be making a serious mistake. 
It may be too late. 

It is worth comment at this point 
that vou will encounter new seat on 
for ‘intelligence Rhetorical  intelli- 
gence, the ability to use words with 
persuasive force, will be regarded as 
a distinctive attribute; but don’t lose 
your perspective. Intelligence covers 
a wide spectrum of human aptitudes- 
mathematical, social, mechanical, logi- 
cal—to name a few. Persuasive elo- 
quence without supporting intellect 
can be a misleading and even a dan- 
gerous thing 

One of the basic intelligences you 
will need on your job is an under- 
standing of people and of the part 
played by emotion versus reason in 
practical situations. No _ infallible 
gauge of intelligence has ever been 
devised to classify marketing people, 
because so many products of the mind 
combine to contribute to the ultimate 
sale. Your education will begin at the 
end of your schooling 

I cannot comment on off-the-job 
learning without a word about one of 
the serious deficiencies in marketing 
and in all of contemporary life for 
that matter—our inability to communi 
cate with one another, to get attention 
for our ideas, to make people under 
stand things the way we understand 
them, to get people to take the kind 
of action we want them to take. In 
this frenzied world where words and 
sounds and pictures are beating 
against our minds 16 hours a day, the 
science of communication becomes a 
basic part of business training. Study 
it; it is an essential part of your job 
and not as simple a function as most 
people think 

The words vou .choose to convey 
vour thoughts must mean the same 
thing to the other fellow as they do 
to you. A little study of practical se 
mantics will be invaluable. How you 
put your words together to lead the 
other mind from one thought to an 
other, and to a conclusion, is the se« 
ond important step in this communi 
cation process. Finally this: People are 
reached through five senses, of which 
both sight and hearing are important 
to the reception of ideas. The devices 
of communication will help you do 
twice as much selling in half as much 
time 

The salesman who communicates 
efficiently is an exception to the rule 
and the rule is billions upon billions 
of wasted words 


Antidote to Tension 


And now health. The road to mar- 
keting success is littered with other- 
wise capable men, physically handi- 


Thousands of firms are profiting 


from this versatile telephone! 


‘ 


/s yours? 


It’s THE CALL DIRECTOR telephone 


We're getting high praise for it from business 
firms all over the country. It’s boosting operating 
wherever it is being used. 


efficiency —at low cost 


Efficiency is the Call Director's strong suit. Its 
versatile pushbuttons put as many as 29 outside, 
extension or intercom lines right at your fingertips. 
With Bell System intercom, it gives you interofhice 
connections in an instant. It permits six-way tele- 
phone conferences. It lets you add others to calls 


on your line and hold calls on several lines at 


Available in an 18-button executive mode/ (shown) and a 


30-button secretaria/ mode/ 


once if you wish. You just push a button—or dial 


The effect it has on productivity and profits 


will delight you! 


ONLY ONE EXAMPLE 


The Call Director is only one example of new 
Bell System equipment now available to serve you 
profitably. Why not learn about all these new de- 
velopments? Just call your Bell Telephone business 
office and a representative will visit you at your 


convenience. No obligation, of course. 


both in green, gray or beige. 


‘e BELL TELEPHONE SYSTEM 
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The postmarks are actual reproductions 


Thirteen 1960 models’ 
were introduced to 
small towners in 


And we hope to get on more announcement schedules 
this fall . . . including yours! 

In fact, it’s a good idea to use Grit regularly. Chevrolet 
does, and has 30.0% of the Grit market, compared with 
24.4% nationally. 

And Grit costs so little. For less than the price of one 
new car you can have a junior page in Grit and you 
can get a solid schedule of /3 junior pages for the cost of 
one page in a mass magazine. Moreover, Grit takes your 
sales story just where the mass magazines are relatively 
weakest .. . to 16,000 small towns coast to coast 

In short, Grit has its own circle of readers . and if 
you want them to get into your car, you'd better get into 


*Chevrolet, Comet, Corvair, Dart, Dodge, Falcon, Ford, : : ’ 
Lark, Mercury, Oldsmobile, Pontiac, Plymouth, Rambler their publication! 


« 
a 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro 
Meeker & Scott, Inc, in New York, Chicago, Detroit, Philadelphia; 
and by Doyle & Hawley, Inc. in Los Angeles and San Francisco 
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capped on the threshold of security 
and success. The human body is a 
machine developed by centuries of 
physical exertion. It can take a lot of 
abuse if it is well nourished and exer- 
cised. Try to get a 20-minute workout 
every day. Walking helps, but swim- 
ming or handball or calisthenics are 
better. Start when you are young and 
stay with it; you will find it an excel- 
lent antidote for job tension 

Your days at school have taught you 
that some people can handle liquor- 
others can't. There’s a good deal of 
drinking in some areas of selling and 
how you size up your own particular 
Don't ever let 
anvone talk you into a drink you don’t 
want. That 


situation is important 


dex ision is 


yours alone 


Identity in an Organization 


If vou read business literature, you 
will find a cleavage of opinion about 
the worth of group creativity versus 
that generated individually. Co-opera 
tive effort is one of the essentials you 
must learn, particularly in a large or 
ganization. The problems are too com 
ple x for one man to have all the an 
sweTs 

Nonetheless, don't forget that every 
worthwhile idea is generated in the 
mind of one 
the 
must be 


advance 
contributions of 
evaluated, organized 
and put into action by one leader. Be 
a dynamic part of the organization 
and pay tribute to the princ iples of 
co-operative effort, but don’t lose your 
identity in the process 

Lovaltyv will be 
a new setting 


man. Every 


made by many 
men 


i familiar term in 
You may find vourself 
wondering “to what am I loyal—a pay 
check, a corporate 10,000 
stockholders million in assets?” 
When it all boils down vour lovalts 
will be to peopl people who take 
their responsibilities to corporate own- 


name 
$50 


ership and management seriously and 
who work at them people who 
believe in the dignity of the indi 
vidual people who help you de 
velop to the full extent of vour capa 
bilities People in short stand 
for the things vou can believe in 

Do not lose contact with vourself 
on the crowded, jostling road to mar 
keting success. Ask 
questions right now. Will the inevit- 
ible conflicts, frustrations and pres 
sures of my job change my whole life 
into something not quite 
Am I going to reconcile 


who 


vourself these 


as good? 
the demands 
life with the 
pursuit of a rewarding personal life? 

Only vou can supply 
and the you start thinking 
about it the better because the two 
are inextricably linked together in the 


chain of things that will lead to vour 
success. @ 


of a productive selling 


the answer— 
soone;r; 


“SM- 


AT YOUR SERVICE 


A classified list of professional firms which serve sales and marketing executives 


Research Agencies 


Public Relations 


HOW WELL DOES 
YOUR PRODUCT FULFILL 
CONSUMER EXPECTATIONS? 


You get definitive answers to questions like this from 


FORBES RESEARCH 
AND CONSULTING SERVICES 


¢ Industrial * Consumer * Shareowner 


For further information and brochure write 
FORBES MARKETING RESEARCH INC. 
A subsidiary of Forbes Inc 
70 Fifth Avenue » New York 11,N.Y. * ORegon 5-7500 


D. Parke GiBSON 
PUBLIC RELATIONS 


Negro Market Counsel and Programming 
2621 Seventh Avenue 
NEW YORK 39, NEW YORK 


Sales Forecasting 


MARKET STATISTICS, INC. 


CONSULTANTS TO 
SALES MANAGEMENT. 


Specialists in regional economy 


analysis, sales forecasting, set- 


ting sales quotas. 


630 THIRD AVE., 
NEW YORK 17, N. Y. 


DETERMINE 


Scientifically proven forecasting meth- 
ods will indicate your sales | year or 
more ahead. Currently used by many 
of the country's leading corporations. 

Allow us to send you, without obli- 
gation, our brochure on Sales Fore- 
casting. 


YOUR SALES POTENTIALS 


J. CARVEL LANGE, Inc. 


Subsidiary of 


Industrial Commodity Corporation—27th Year 


OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


Other Services 


“AIM", America's most widely used 
omnibus research service announces its 
lith National Study. Deadline for 
participation—Sept. 14, 1960. 
Creative Market Research 


by 8. H. Bruskin Associates 
New Brunswick, N. J. 
CHarter 9- WHitehall 4-7023 


Sales & Exec. Training 


The Alexander Hamilton Institute, famed 
for its executive-training Course, offers a 
free copy of its 48-page descriptive booklet 

(“Forging Ahead in Business”) 
to ambitious men who wish to 
learn the basics of all departments 
of business. No obligation, of 
course. Dept. #235, Alexander 
Hamilton Institute, 71 W. 23rd 
Street, New York 10, N. Y. 


CREATIVE SALES TRAINING 
meetings * brochures 
manuals + films * bulletins 
INCFeASE visual sales presentations 
: middie management training 
his errective SALES MANAGE 
MENT SERVICES: forecasting 

Sales potentiais - 
Gistribution cost analysis 


territory layout 
PORTER HENRY & CO., INC. 
342 Madison Ave., New York 


EVER READY LABEL 
CORPORATION 


357 CortiandtSt. © Belleville9,N.J. 


Ever Ready for EVERY type of 
Label — Red-E-Stik® 


sensitive, 


pressure- 
shipping, 
spot carbon, pin-feed “Auto- 
matabels”, foil, Metal-Cal, 
and hundreds of other kinds! 


caution, 


Leaders in the Label! Business 
for almost 50 years. 


In New York City, Call Plaza 1-3040 
Out of New York, Call Plymouth 9-5500 
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Gopywriting Studio 
“onfidential Work 
Add 26 copy experts 
to your staff—buf not 
to your payroli—get a 
top creative team for a 
pre-agreed per-job fee. 
*ersuasive Communicatior 
any kind — any medium 


MU 3-1455 
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Spendable income for 


Pennsylvania farm families 


hits $1,004,100,000 


Farmers are industry’s biggest customers . 


spend from gross income 
minus deductions (net income) 


.. big because they 


not from a worker's paycheck, 


As farm operations become larger and more mechanized, pur 
chases increase. Since 1940, capital goods outlays have gone 


up 582 percent . 


units; fertilizer 
000; drugs 
000; retail food 
gas and oil $125,551,000 


You reach him BEST in 
his own state farm paper 


Local editing creates a climate of con 
fidence in PENNSYLVANIA FARMER 
merging your sales story with his shop 
ping list. 

Farmers prefer PENNSLYVANIA FARM 
ER 2 to 1 over any other farm maga- 
zine because articles are right for their 
soil and their crops. 

State farm papers provide a reader 
environment rich in interest and trust 

. an atmosphere in which your ad- 
vertising sells harder . . . is more im 
pressive ... more persuasive . . . more 
convincing. 

Only state farm papers support your 
ads with local editing. Want proof? 
Send for free folder. 


automotive 


. . production spending up 398 percent. 
Pennsylvania farmers buy in a typical year: tractors 
626,000 tons; building materials 
$35,434,000; furniture and appliances 
$369,865 000: 


23,040 
$117,233, 
$74,631, 
$322,703 000; 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


STRAIGHT-LINE 

ADVERTISING 

ovailodie cite it — 

@ THE OHIO FARMER 

® MICHIGAN FARMER 

@ THE INDIANA FARMER 

@ THE KENTUCKY FARMER 

@ THE TENNESSEE FARMER 
& HOMEMAKER 
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Greatest Agricultural Show in the East 


961 Pennsylvania Farm Show 
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New Books for 
MarketingMen 


How to be a Power Closer in Selling. 
By S. Robert Tralins. Published by 
Prentice-Hall, Inc., 70 Fifth Ave., New 
York 11, N. Y. Price: $4.95. 


The publisher sub-titles this book 
“How to get impossible sales.” In 
order to get these “impossible” sales, 
says author Tralins (who has had a 
long sales career, including manager- 
ship of wholesale furniture chain op 
erations), the salesman must have, as 
ammunition, a strong close. And his 
book concentrates on methods for 
evaluating and developing the close 
that can make the sale. He uses nu- 
merous real-life examples, cites such 
cases as the salesman who sold $16, 
000 worth of furniture to a prospect 
who had said, “The last thing I need 
is new furniture.” 


Sales Contests and Incentive Programs. 
By D. D. Seltz. Published by Prentice- 
Hall, Inc. Price: $5.35. 


Some companies offer expensive 
cars, attractive paid vacations, and 
still find sales at a status quo. Other 
companies simply post weekly sales 
results in an exciting way and find 
sales figures soaring. What's the an- 
swer? asks the author. Using case 
histories, he tells vou how to go about 
choosing between a contest or an 
incentive program; how to get started 
with a contest; what types of prizes to 
offer. Author Seltz is an expert in 
contest and incentive programs, has 
planned and supervised more than a 
hundred contest promotions for well 
known companies. He has used his 
experience with diverse operations to 
produce this manual 


How to Become a Successful Executive. 
By Eugene J. Benge. Published by 
Frederick Fell, Inc, 386 Park Ave. 
South, New York 16, N. Y. Price: $4.95. 


For 21 years Eugene Benge has 
been a management consultant to 
some of the country’s leading cor 
porations. He is convinced that the 
demand for executives far exceeds the 
supply. And he delineates the differ- 
ences between the man who gets to 
the top and the man who does not. 
He details the type of thinking ex- 
pected from a top man, points out 
his day-to-day problems and offers 
positive suggestions for acquiring the 
resourcefulness needed in making de- 


cisions and dealing with people. 


lf your product can be... 
BRUSHED 


POURED 


...aerosol 


Does your product meet the requirements above? If so, 
there’s a good chance acrosol packaging can revolutionize 
your sales as it has for manufacturers of hair fixatives, in- 
secticides and many other products 

Acrosol packaging offers customers the neatest, quickest, 
handiest way ever to apply a product. Result—aerosols are 
increasing their share of the consumer market every year 

Get the complete story. It’s easy to have your product 


tested by a custom loader—no need for your own loading 


Best-selling aerosols are powered with 


FRERON 


PROPELLENTS 


—— 
SPRAYED 


line. Let Du Pont send you technical data and the names of 
aerosol loaders. It’s one of the many services offered without 
obligation by Du Pont, manufacturer of time-proved “Freon” 
propellents for aerosols. 

FREE BOOKLET, “Package for Profit’, 
on how you can enter this field without major capital invest- 
. includes marketing and technical data. For your 
copy, write: E. I. du Pont de Nemours & Co. (Inc.), “Freon” 
Products Division, 2420N-578, Wilmington 98, Delaware 


contains information 


mem .. 


te. us eat off 


INC THROUG? HEMISTRY 


Sales Management August 19, 1960 95 


cagey GM has seen its solid Buick 
land among the lemons 

But Chrvsler in recent vears has 
been notably ahead of, or behind, the 
times And even when it saw a 
sharply changing trend, Chrvsler has 
been unable or unwilling to make the 
most of it 

Seven vears ago, in the mad race 
tor more size, more power, more 
trimmings and gadgets and color, and 
“stvle,” 
well - built semi 
seemed stodgy 

Then, for several years, Colbert & 
Co. went all out to outfin, outsize 
yutshine and outoomph every other 


more convoluted Chrvsler’s 


simple, compacts 


gas guzzling dinosaur on the road 
In the midst of all this 
simple compact 


Romney's 
Rambler gradually 
moved out of the red by capturing 
customers from the Big 2% And 
month after month the funnv little 
imports were finding more and more 
American buvers 


&> General Motors and Ford were 
caught napping, too. First the three 
companies brought over their own 
captive imports and then, for 1960 
they started to make compacts here 
The difference in strategy among 
them, however, was that, while Ford 
Motor bet big on Falcon (robbing the 
Ford car in the process 
let made the 
forerunner and proving ground for a 
whole family of GM compacts, ¢ hrvs 
ler gave grudgingly to its entry—the 
Valiant 

Valiant might have made Chrvs 
ler’s Third Coming click 

One group of ( hrvsler Corp peo- 
ple, The Wall Street Journal reported 
reasoned thus: “If the compact car 
ultimately becomes the volume field, 
the company that has the most popu- 
lar car in that field stands a good 
chance of regaining a dominant posi 
tion in the total market.” 

This group wanted to get Valiant’s 
“quality and price to a point where, 
if necessary, we ruin both Plymouth 
ind Dodge.” 

But “the bosses figured the compact 
car market to be just a moderately 
large specialized market.” Combined, 
the GM, Ford and Chrysler entries 
might get 750,000. Of this, Colbert 
& Co. figured that “we would get only 


ind Chevro 
“radical” Corvair the 
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is Chrysler Really 
On the Road Back? 


(continued from page 38) 


our ‘traditional’ share of 150,000.” 

Also for 1960 Chrvysler’s Dodge 
Division introduced a _ lower-price 
version, the Dart, to compete directly 
with Plymouth, Ford and Chevrolet 
At this writing, Dodge (including 
Dart) has moved up in production 
ranking from eighth last year to sixth 
Valiant is ninth (above Corvair but 
below Falcon), and Plymouth has 
dropped from third to 13th. 

Virtually all of Chrysler Corpora- 
tion's gains this vear have come from 
Dart and Valiant 

As in the Second Coming, of 1955 
Chrvsler currently is riding the crest 
of an expanding market. This vear's 
probable 6.5-million new-car volume 
including imports, would rank second 
only to the 7.2-million record of five 
vears ago 

Though expanding population and 
income in the ‘60's doubtless will see 
these marks surpassed, the industry 
thus far has moved up and down 
from vear to year, largely by the 
roller-coaster route And despite the 
market’s growth from new buyers and 
second-car families, Chrvsler’s long 
term growth still 
whatever ability 


must from 
it can develop to 
consistently “rob” the other manufac 

turers 


Especially, 


stem 


Chrvsler must learn 


how to do this in the lower-price 
brackets. 


> Already, compacts account for 30% 
of the domestic industry’s sales. By 
1963, Rambler's George Romney ex 
pects compacts to comprise 70% of 
the industry’s volume Harry E 
Chesebrough, general manager of 
Chrysler's Plymouth-DeSoto-Valiant 
Division, says “Compacts have ex 
panded the low-price field to a point 
where it could account for 80% of 
all cars sold in 1961.” 

“Low-price” today embraces Chev 
rolet, Ford, Plymouth, Dodge Dart 
Mercury's Comet and a couple of 
Rambler lines, as well as such “com- 
pacter” cars as the Rambler American, 
Studebaker Lark, and the new Vali- 
ant, Falcon and Corvair.) 

When Plymouth was its lone con 
tender in this market, even founder 
Chrysler could not really get the cus- 
tomers to “Look at all Three.” After 
World War II, Plymouth’s highest 
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penetration was 11.7% in 1946. 

This fall, with Plymouth, the re 
named Plymouth Valiant, Dodge Dart 
and the new Dodge compact, the 
Lancer, Chrysler Corp. will | 
“low price” contenders. 

To Chevy's Corvair, General Mo- 
tors will add the Olds F-85, Buick 
Special and Pontiac Tempest. Like 
that of the Corvair, engines of the 
F-85 and Special will be largely of 
aluminum. In the Tempest, GM will 
put its first 4-cylinder engine in 30 
years. 

In addition to Falcon and the re 
cently introduced Comet, Ford is 
working on a 4-cylinder car to com 
pete directly, at the $1,700 price 
level, with import leaders Volkswagen 
and Renault. This car, however, may 
not be set to sell until the 1962 model 
year 

This fall Rambler may offer an alu 
minum block engine for one of its 
three lines 

Meanwhile, The New York Times 
reports that, for the 1961 model vear, 
“neither Ford nor Chrysler will have 


inything startling on the engineering 
side.” 


vave four 


Colbert & Co. cannot count on the 
imports’ folding up and_ stealing 


away—leaving their customers with 
Chrvsler 


& Though sales of all imports thus 
far in 1960 are almost unchanged 
from the same period of a year ago, 
such a leader as Volkswagen has 
made strong gains. And among the 
top 20, biggest losses were reported 
for four “captive” imports—the Eng 
lish Ford, GM's Opel and Vauxhall, 
und Chrysler's Simca. With their 
homemade compacts, it appears, the 
Big 2'2 have largely robbed their own 
overseas subsidiaries and affiliates 

But all import customers are still 
small pickin’s. Of the 58 million 
cars now on American highways, less 
than 2 million were built abroad 

To survive, and keep growing, 
Chrysler must pursue three courses: 

l 
group 


2. It must rob GM, Ford and other 


domestic producers of their custom- 
eTs here 


It must hold its present owner 


3. In the expanding motorcar mar- 
ket of the whole free world, it must 
find ways to outsell American, Eng- 
lish, German, French, Italian, Swed- 
ish, Japanese and other makes 

One study, made in mid-1959 (be- 
fore Corvair, Falcon and Valiant 
made their debuts), showed that, by 
and large, owners of General Motors’ 
cars were about 60% more “loval.” 
and Ford Motor Co.’s owners were 
about 40% more loval, than were 
Chrysler owners. (In single-brand 


A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 


the most complicated moves 


Ay Howe 


,-WORLD-niog WOVERS 


America's Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French's elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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lovalty, Cadillac, Chevrolet’ and Ford 
owners stood strongest.) 

With, respectively, about 27 mil 
lion and 15 million cars now on the 
road, GM and Ford could do hand 
somely just by keeping their custom 
ers 

But Chrysler has only about 10 
million owners—and more of them 
with older than with newer Chrysler 
Corp. cars 

Can Chrysler keep enough of them? 
And at the same time can Chrysler 
win enough from its rivals? 


> Abroad, the company is seeking to 
ride the crest of a more steadily ris- 
ing sales wave. In the last decade, 
says Byron J. Nichols, vice president 
for automotive sales, motor car sales 
outside the U. S. have quadrupled 
to an annual rate of 5 million 

Tex Colbert reports that, with ac 
quisition of a 25% 
French Simca and expansion of 
Chrvsler International and Chrysler 
¥f Canada, the organization has de 
veloped “a master plan to make the 
most of earnings opportunities 
throughout the Free World.” 
Chrysler International now markets 
irysler and Simca products in 75 


interest in the 


ct 
countries and territories and Simca 
sells them in 52 more. The Interna 
tional company has 379 distributors 
or direct dealers for Chrysler cars, 64 
for Simca, and 79 for such “special 
products” as Airtemp appliances and 
marine and other engines 


For sales, this company has just 
divided the world into three regions 
1) Continental Europe, the Middle 
East and Africa (outside the Sterling 


irea); ya 


the Sterling area, and (3 
Latin America 

But though Kaiser may manage a 
sort of survival by transplanting its 
1utomobile operations to such a coun 
try as Argentina, Chrysler's continu- 
ing main battleground must be the 
U.S 

Colbert and Nichols claim they are 
ready for it. They are trying to gear 
the dealers for profitable volume. 

In the last decade, Automotive 
News reports, the total number of 
new-car dealers for domestic makers 
declined one-fourth to 33,286 (as of 
last January 1). In 1959 alone, 1,963 
dealers were lopped off the combined 
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Is Chrysler Really 
On the Road Back? 


continued) 


list Of 
1,266 
Until last vear Plymouth—with 
only a tiny separate dealer organiza- 
tion of its own—had been almost every 


these, Chrysler 


dropped 


Chrysler Corp dealer's “second car” 
Then the divisions and their dealers 
were re-formed into three groups 
Plymouth - DeSoto - Valiant, Dodge, 
and Chrysler-Imperial 

“We'd been overdealering on Plym 
outh since 1930,” Byron Nichols ex 
plains “The system worked fine 
then. During the depression, serv 
ice meant more to dealers than sales 
A ‘dualing’ dealer could get by on 
less car sales volume. 

“But today—especially in larger 
markets—each dealer must get larger 
volume The company and its 
dealers have recognized this since 
World War II. All the dealers in a 
town would agree that there should 
be less of them. But each said, “Not 
me—him.”” 

Finally, in 1959, Chrysler took its 
dilemma by the horns; made Dodge 
and Plymouth dealers both essentially 
separate groups; gave Dodge dealers 


i product (Dodge Dart) to compete 


Small Advertisers 


Advertising musi find a way 
of making better use of the small 
appropriation, so that new firms 
may enter the market, and so 
that local firms may become na- 
tional. The dominant brands and 
advertisers of today were the 
small ones of a generation ago 
lf we have no group of vigorous 
young firms pushing to get in 
and to get ahead, we may run 
into a lethargic market in which 
competition becomes so gentle 

. improvements virtually stop. 
~—Dr. Lawrence C. Lockley, Co 
lumbia University, before the 
Conference of Advertising Feder- 
ation of America. 


directly with Plymouth, Ford and 
Chevrolet, and eliminated one third 
of Plymouth-Dodge dealers. 

The weeding would seem the more 
thorough when it is noted that the 
corporation also has added (and con- 
tinues to add) 400 to 500 new dealers 
since World War IL. 

Advertising has been revamped, 
too. 

Last March the number of agen 
cies handling Chrysler's domestic ad 
vertising was .cut from six to four 
Grant Advertising lost the estimated 
$17-million Dodge car account and 
Ross Roy, Inc., the $4-million Dodge 
trucks. (Will Grant is an old friend 
of Tex Colbert.) These two lines 
joined Dodge Dart at Batten, Ba: 
ton, Durstine & Osborn. The whole 
Plymouth-DeSoto-Valiant Division is 
now with N. W. Ayer & Son; Chrys- 
ler-Imperial is with Young & Rubi 
cam, and corporate advertising with 
Leo Burnett Co 

“We needed more one-two punch 
advertising,” Nichols explains, “and 
more exposure for our other prod 
ucts. Today, our corporate advertising 
features products.” 


> Actually, Chrysler is now spending 
a smaller advertising total. “By drop 
ping the television network shows 
‘Climax’ and ‘Shower of Stars,” we 
reduced expenditures $10 to $11 mil 
lion. However, our budgets for print 
media are larger.” (Occasional cor 
porate colorcasts, featuring Fred 
Astaire, will continue.) 

In other functions, Chrysler Corp 
strives to prove its comeback 

Robert Anderson, director of prod 
uct planning, gives SM a tiny glimpse 
of the 1963 cars (just approved by the 
Management Committee). These will 
be, he confides, “much more fun 
tional. They will be no longer, and 
no lower, than today’s. They will pro- 
vide easier entrance... . ‘Luxury’ is 
here to stay. But at prices comparable 
to today’s, the 1963 line wil offer 
even more value.” 

And John D. Leary, vice president 
for personnel, says that “Chrysler now 
has the brains—in technical and man- 
agement people—to do a much bigger 
job x 

Chrysler's people still boast of “en 
gineering leadership: Gas turbine en- 
gines? We've driven them since 1956 
Youll be buying them within five 
years from Chrysler Corp.!” 


But on the way out to Chrysler's 
headquarters, the cab driver showed 
me work in progress on a new north- 
easterly Walter P. Chrysler Express- 
way. It would not be completed, he 
said, for several years. We both ex- 
pressed the hope that Chrysler € Jorp. 
wou'd live to see that day. @ 


“Are you selling something?” 


If you are (and who isn’t), you have problems. 


Maybe you need forecasts of industry or company sales, some help in setting sales quotas, or perhaps 


you need to know the best locations for new retail outlets. Whatever the problem may be, the 
chances are that Market Statistics, Inc., which does the estimating and researching for Sales Man- 


agement’s authoritative Survey of Buying Power, can help you. In many cases, we already have the 
answers and when we don’t we can get them, whether it be smoothing out the weak spots in your 
distribution, where to pick a new distributor, or determine your share of the total market. 


Have market problems? We can probably help. 


MARKET STATISTICS | A Division of Bill Brothers Publications 
; 7. 630 Third Ave. © New York 17 © YUkonr 6-8557 
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BRANCH MANAGERS WANTED 


Progressive national manufacturer and distributor 
of aluminum specialty products seeks six top- 
calibre men to supervise company-owned direct- 
to-censumer outlets in various locations throughout 
the country 


These men must have recent experience managing 
retail operations grossing $250,000 te one million 
annually. They must be familiar with all aspects 
of door-to-door selling and capable of directing a 
sales force of 10 to 25 men 


The men we seek have already proved themselves 
and now aim at broader horizons with fuller re 
wards and recognition. Our company offers com- 
pensation in 5 figures, based on preved ability 
Send resume in confidence to President, Box 80! 


All letters will be answered and appointments 
arranged for qualified men at company expense 


COME BEARING GIFTS 

Be the Salesman who “‘comes bearing 
Gifts’, with a pocket full of CHARM. 
ING MINIATURE TREASURES for 
his or her children. 
Leave a Gift, on all calls, as your pub- 
lic relations art, building Good Luck— 
Good Will. 
A thousand choices, fractions of a 
penny ('2c) to two cents (2c) each. 

EPPY'S MINIATURE TREASURES 


91-15 144 Place Jamaica 35. N. Y 


COMING 
Sept. 10, 1960 


Sales Management's Business 
Gift Issue will help solve your 
gift-giving problems at 
Christmas and throughout the 
year 


—for customers 

—for long service awards 
—for employe incentives 
—for openings and shows. 


Hundreds of products pictured 
and described. Practical price 
ranges. Off the press Sept. 10, 
in your hands a few days 
later. 


SALES MANAGEMENT 
630 Third Ave. 
New York 17, N. Y. 


NEED HELP? 


Sales executives seeking outside assist- 
ance with sales and marketing prob- 
lems will be interested in the new “At 
Your Service’ department. Turn to 
page 93 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Metal Products Co., De- 
troit—David M. Diltz appointed auto 


motive sales manager. 


American Time Products, Inc., Wood 
side, N.Y.—Gerard E. Nistal named to 
the new post of director of marketing 


Ampex Corp., Redwood City, ( al 

Charles E. Norton named manager of 
Video Marketing Ds 
partment. He was formerly with Radio 


International 
Corporation of America 


Benrus Watch Co., New York—John 
Huggins elected vice president and 
national sales manager for Benrus 
Belforte and Sovereign watches 


Burroughs Corp., Detroit—R. C. Cay 
ill named general sales manager for 


the International Division 


Dow Chemical Co., Midland, Mich 

Parker Frisselle named head of newly 
organized sales development group 
Wy me 


ucts marketing group 


Nelson heads consumer prod 


Eastman Chemical Products, Inc., 
Kingsport, Tenn. — John H. Sanders 
appointed sales manager of the 
Chemicals Division. With the com 
pany since 1946, he was recently a 
regional sales manager with head 
quarters in Cleveland 


General Electric Co., Plainville, Conn 
Edwin ] 


ager, original equipment manufactur 


Godfrey appointed man 
eTs sales 


B. F. Goodrich Co., 
Charles H 


manager 


Akron, Ohio 
Kanavel named Detroit 
sales He has 


been with the company since 1933 


equipment 


I-T-E Circuit Breaker Co., Philadel 
phia Arthur G. Curtain assigned to 
the newly created position of man 


ager, construction marketing 


Monsanto Chemical Co., St. Louis 
William A. Lang and John C. Moran 
appointed assistant directors of mai 


keting service departm: nt 


The New York Times, New York 


Tedd Joseph joins as director of mar 


August 19, 1960 


keting for the International edition. 
He was formerly with Foote, Cone & 
Belding 


H. K. Porter Co., Inc., Thermoid 
Division, Pittsburgh—Gene P. Robers 
appointed general sales manager 
Prior to joining Thermoid he was a 
vice president of the Carter Carbu 


retor Division of ACF Industries 


Rand McNally & Co., 


Thomas Hermes named sales manager 


Chicago 
of the Commercial Div 


Raytheon Co., Westwood, Mass 
Bovd B. Barrick promoted to general 
Distributor 


sales manager of the 


Products Div 


Sperry Rand, Remington Rand Port- 
able Typewriter Div., New York 

] seph ]. Sullivan named to new post 
of director of sales. He comes to Rem 
ington Rand from Zenith Radio Corp 
of New York 


North St 
Rundquist pro 


Standard Conveyor Co., 
Paul, Minn.—W. A 
moted from sales promotion manager 
to vice president of sales 


Works, Stanley Steel 
Strapping Division, West Hartford 
James H. W. Conklin ap 


pointed general sales manager 


The Stanley 


( onn 


Stewart-Warner Corp., Chicago—Gus 
Treffeisen named manager of market- 
ing for Alemite and Instrument Div 


Sylvania Electric Products Inc., Wal- 
tham, Mass. — Raymond D. Griffiths 
promoted to manager of field market- 
ing. Sylvania is a subsidiary of Gen- 
eral Telephone & Electronics Corp 


Van Straaten Chemical Co., Chicago 
| Se ph E 


cal sales director 


Kessler promoted to techni 
Before joining the 
company in 1953 he was assistant sales 
Camden, N.J., Revnolds 


manager 


Metals Co 


Whirlpool Corp., St. Joseph Mich 
Chester F. Worthington named east 
central 


sales Thomas 


manager; H 
Stroop, refrigerator sales 
Stephen E 


sales manager 


manager 
Upton, 


gas refrigerator 


Worthington Corp., Harrison, N. J 
P. L. McManus assigned to recently 
created position of director, marketing 
services group. 


Aero Mayflower 


Agency: Caldwell Larkin & 
Sidener-Van Riper, inc 


Moline Dispatch 
Agency: Clem T. Hanson Company 


ADVERTISERS' INDEX 


RBRRASASESESEET ESSE SESS EEE EE 
This index is provided as an additional service 


Th lish iabili 
Air Express Division of Railway Express ... @ publisher does not atsume any liability for 


Agency: Adams & Keyes, inc 


American Telephone & Telegraph Company 
Business Equipment 


Agency: N. W. Ayer & Son 


American Telephone & Telegraph Compan 
National Yellow Pages Service tes 


Agency: Cunningham & Walsh, Inc. 


Americon Warehousemen's Association ... 
Agency: Borel! & Jacobs, Inc 


Associated Business Publications, Inc. .... 
Agency: Van Brunt & Company, inc 


Braniff Airways 
Agency: Potts-Woodbury 


CBS Radio rere TT 
Agency: Sudier & Hennessey 


CBS TV Spot Sales 


c r-Hormen-Slocum, inc 
Michigan Former) 


Agency: Bert S. Gittins Advertising ‘Inc 


Chicago Sun-Times 
Agency Buchen Company 


Chicege Tribune 
Agency: Foote, Cone & Belding 


Cincinnati Enquirer see ewes 
Agency: Stockton-West-Burkhart. Inc 


Container Corp. of America 
Agency: N. W. Aver & Son. Inc 


The Copy Shop 
Agency: Alen Goodman Advertising 


Crosley Broadcasting Corp. 
Agency: The Raiph H. Jones Company 


Delta Air Lines : 
Agency: Burke, Dowling, Adams, Inc 


Denver Chicago Trucking Company 
Agency: Galen E Broyles, Inc 
Diamond Notional Corp 
(Gardner Division) 


Agency: Kircher, Helton, & Collet? Inc 


E. 1. DuPont de Nemours, inc. (Freon) .... 
Agency: Batten, Barton, Durstine 
& Osborn, Inc 
Eastern Air Lines eeee 
Agency: Fletcher Richards. Calkins 
& Holden, inc 


Eastman Kodok Company 
(Premium Trade) 


Agency: J. Walter Thompton Company 


Emery Air Freight Corp 
Agency: J. M. Mathes, Inc 


Somvel Eppy & Company, inc. 
Agency: Ben 8. Bliss Company, Inc 


Fast Food 


Fortune : 
Agency: Fuller & Smith & Ross 


Greensboro News-Record see 
Agency: Henry J. Kaufman & Associates 


Grit Puvlishing Company 
Agency: Gray & Rogers, Advertising 


Hardwore Retailer . senee 
Agency: Fuller & Smith & Ronn Inc 


Hertz System, inc. 
Agency: Needham, Louis 8 Sresbe 


errors or omissions. 


ADVERTISING SALES 


EXECUTIVE VICE PRESIDENT 
Randy Brown 


DIRECTOR OF SALES 
PROMOTION 


Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Executive Vice-Pres. 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singelton 


PRODUCTION MANAGER 
Virginia New 


BE ho i aE 
DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., As 
sociate Publisher and Western 
General Manager; W. J. Car- 
michael, Western Advertising 
Director; John W. Pearce, West- 
ern Sales Manager; Thomas S. 
Turner, Robert T. Coughlin, 333 
N. Michigan Ave., Chicago 1, 
ill., STate 2-1266; Office Mgr., 
Margaret Schulte 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Senta Borbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, los Angeles 57, 
Cal., DUnkirk 8-6178; or 681 
Market St., San Francisco 5, 
Cal., Exbrook 2-3365. 


Hospitals, Journal of American 
Hospital Association ... 


Agency: Bernard J. Hahn Resstlihes 


industriul Equipment News 
Agency: Feeley Advertising Agency 


International Paper Company 
Agency: Ogilvy, Benson & Mather, Inc 


Look 
Aaenee “MeCann Erickson 


Los Angeles Times .... 
Agency: Donahve & Coe ae 


Market Statistics ... 


Memphis Publishing Compony ........... 
Agency: Archer & Woodbury, Inc 


Sales Management 


Agency: Fletcher Richards, Calkins 
& Holden. inc. 

New Yorker 
Agency: Anderson & Cairns, Inc 


North American Van Lines 
Agency: The Biddie Company 


Orlando Sentinel Stor 


Agency: Charlies F. Fry Advertising 
Association, Inc 


Outdoor Advertising, Inc. ......... 2nd Cover 


Agency: Marschalk & Pratt 


Owens-Illinois 


Agency: J. Walter Thompson 


Perrygraf Corp. eo 
Agency: Richard N. Meitzer 


Philadelphia Bulletin 
Agency: N. W. Ayer & Son 


Philodelphio Inquirer 
Agency: Al Pau! Lefton Sicieaae 


Practical Builder ‘ 
Agency: Tobias, O'Nei! & Gallay, inc 


Agency: MacManus, John & Adams, In 


Purchasing ....... 


c 


Agency: Schuyler enna Ghana 


Rock Island Argus 
Agency: Clem T. Hanson Company 


Sales Mancgement 
Saturdey Evening Post 
Agency: Batten, Barton, Durstine 


& Osborn, inc 


Select-O-Gift 


Agency: Robert Luckie 4 inneeinn Inc 


Sports Wiustrated . 
Agency: Young & Rubicam 


Stein Brothers Mfg. Co. (Stebco) 
Agency: Grossfield & Staff Advertising 


Sweet's Catalog Service . 
Agency: Muller, Jordan & Herrick 


Syrocuse Newspopers 
Agency: Doug Johnson & Associates 


Arthur Torshis 
Agency: Braco Agency 


Troy Record Newspapers ... 


TV Guide ...... 
Agency: Gray & Steen, te. 


U. S. News & World Report 


29 


.ird Cover 


Agency: MacManus, John & Adams, Inc 


WEBTV (Charlotte, N. C.) 


Agency: Kincaid & Chandlee Adver tising 


WHO-AM (Des Moines) 
Agency: Doe-Anderson Advertising 
Agency, Inc. 


WIR (Detroit) 
Agency: Campbell-Ewald Company 


Weekend er 
Agency: Stevenson & Scott, Inc 


Western Union Telegraph Company 
Agency: Benton & Bowles, Inc. 


Worcester Telegram-Garette 
Agency: C. Jerry Spaulding, Inc 
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THE SCRATCH PAD 
NS 


This used to be the peak of the 
vacation season for the white-collar 
Which reminds me: Curtis 
Research, quoting The Philadelphia 
Inquirer, says leisure spending will 
hit $43 billion this year, up $2 billion 
1959 


cTOW d. 


from 
7 
Years ago I thought I had a natu- 
ral for an insecticide in this slogan 
“Black Flag, the banner of ; 
Speaking of bugs, nobody bit 
7 


bugs ; 


Another natural I wish I'd thought 
f: “Mumm’s the 


pagne 


word for cham- 


e 
Theme for an elective 
“You 
without 

+ 
iskie 
in actor hasn't 
lately Getting a 


which began 


course tin 


psvch rlogy can't follow the 
human race 1 program 


Holiday's ¢ 


who 


1 
Stinnett Knows 


been working 
collection letter 
“We are surprised that 
we have not received anything from 
you the actor, with full com- 
wrote across the face of the 


“There's no 


posure 
bill 


prised 


reason to be sur 
I didn’t send anything.” 

Pretzel: Yogi of the snack world 

* 

Bea Westcott heliographs trom 

Miami to tell us a pat name down 

there Holiday 
& 

Belated definition of payola 


nus for a slipped disk jockey.” 
. 


“Roamin’ Cruises.” 


“Bo- 


John Donne's widely quoted phrase 
would seem to have particular appli- 
cation to whole-sell marketing: “No 
island, itself: 
man is a piece of the continent, 
a part of the main . 

. 


man 1s an entire of 


evers 


with “a tell- 
a copywriters’ euphe 


Recommended snack 
tale beverage fr 
mism that gripes me: Nabisco Bacon 
Thins. They have the flavor of crisp, 
lean bacon that makes beggars of the 
bun h 
e 

Fred Kappel, president of A. T. & 
T., says it’s technically possible to see 
as well as hear Bell System 
lines, that this service can be 
provided any time subscribers think 


over 
and 
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BY T. HARRY THOMPSON 


they want it. That will be the day 
Anybody know the pool-side number 
of Esther Williams? 


Old-timer: One who can remember 
that a nickelodeon was a 5c movie 
theater and not a jukebox you “put 
another nickel in,” as a 


jump-tune 
seems to think 


I'm wrong, of course, but it some 
that the agencies 


save their best efforts for sophistic ated 


times strikes me 


books like Vogue and The New York- 
er. 
* 

A nice memory test would be to 
list the names of all the compact cars, 
foreign and domestic. If pass 
that one, try recalling the names of 
all the TV westerns. 

2 

Sioux Indian’s prayer: “Great Spirit, 
help me never to judge another until 
I have walked two weeks in his moc- 
casins.” 


you 


° 
Trivia Dept.: In greyhound racing 
you can't old 
tracks 


teach an dog new 


» 

Being told to fortify my mattress 
with a plywood stiffener to help a 
sprained back, I now know why we 
speak of “bed-and-board.” 

7 

I wouldn't step on a cartoonist for 
anything, but I think TV commercials 
are overworking this type of illustra- 
tion 


complain of the proscriptions. 


Ball” has escaped censorship. 


gets his feelings hurt. 


does cramp a comic's style. 


Why We Have Censorship 


On a Groucho Marx quiz awhile back, one of the quizlings 
gave the old maestro a bad time. He was a plumber and had 
brought along a transcript of some ad-libs from a previous 
program which he considered denigrating to the ancient and 
honorable guild of master plumbers. 


No little shook up, Groucho asked: “What has happened to 
the great American sense of humor? F. P. A. used to say that 
the only thing left to kid about is the man-eating shark.” 


That's why sponsors and advertising agencies seem stuffy 
when they get out the blue pencil and hack away 


Fred Allen once gagged that the rooms in Philadelphia hotels 
are so small, even the mice are hump-backed. The hotel asso- 
ciation saw no humor in the crack and demanded a retraction. 
Which made me blush for my fellow citizens. 


Edwin C. Hill innocently, I'm sure, 
on a gasoline program back there in 
the wrath of the gods. The word, now properly taboo, has been 
deleted from standard songs like “The Old Folks At Home” and 
“Mississippi Mud.” For some reason, “The Darktown Strutters’ 


Fanny Brice dropped the Bronx dialect that made her famous 
in the Follies and used hypocoristic English for her Baby Snooks 
routine. But Jackie Miles, Myron Cohen, Shelly Berman, and 
Gertrude Berg still tell jokes with a Yiddish accent and no one 


Still, by and large, F. P. A. was right. No one group should 
get laughs at the expense of another, even if the new attitude 


Performers 


used the word “darkies” 
1940 and brought down 


T.H.T. 


19, 1960 


Helping advertisers cater to 
regional product preferences 
. .. enabling others to ‘‘per- 
sonalize’’ their national ad- 


vertising through the listing 

of local dealers and retail out- 

sa lets .. . adding national mag- 
azine prestige to campaigns 

that can't yet afford national! 

magazine budgets .. . these 


are just three of the ways in 
which the Regiona! Editions 


« a * a 
of SPORTS ILLUSTRATED are 
helping more and more mar- 
keters sell their products and 


services. 
For more complete infor- 


* mation—including an addi- 
tional thirteen ways in which 

first-half 1960 than an the Regional Editions of 
SPORTS ILLUSTRATED may 


be ideally suited to fit your 


marketing plans—simply call 


- or write William A. Marr, Re- 
gional Advertising Manager, 
SPORTS ILLUSTRATED, Time 


& Life Bidg., Rockefeller Cen- 
ter, New York 20—JUdson 


i oe 6-1212, and arrange to see 
our 15-minute presentation 
TV Guid FP entitled, ‘‘16 Ways to Use Re- 
@ «Source: P!1B. SPORTS ILLUS gional Advertising.” 
TRATED 


carried a total of 417 pages 
of regional advertising during the 
first six months of 1960 — a 33 in 
crease in pages over the same pe 
riod last year. Contributing to this 
overall increase in pages were major 
gains in the following PIB classifi 
cations: Appare!, Footwear & Acces 
sories; Automotive, Automotive Ac 
cessories & Equipment; Drugs & 
Toiletries; Gasoline, Lubricants & 
other Fuels; Sporting Goods & Toys 
Travel, Hotels & Resorts 


The Regienail Editions of SPORTS 
ILLUSTRATED —Circulations, areas 
covered, and basic page rates effec 
tive January 1, 1961. Current rates 
etc. are available on request 
(SPORTS ILLUSTRATED rate card 


=8) 


EASTERN MIDWESTERN SOUTHERN WESTERN 
325,000 225,000 130,000 200,000 
Base net paid circulation Base net paid circulation Base net paid circulation Base net paid circulation 
1 page B&W rate — $2530; 1 page B&W rate — $1765; 1 page B&W rate — $1150; 1 page B&W rate — $1595; 
four color — $4230 four color — $2940 four color — $1840 four color — $2655 
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Medias Law: 


Chicago Tribune 


To a seller of flashlights, the 
pulling power of an advertis- 
ing medium is equal to the 
number of flashlights sold. 

To media men, pulling power 
is influenced by several inter- 
related factors. The law or 
formula looks like this: 

Pulling Power 


Circulation Volume 
Editorial Vitality 


Reader Confidence 


The Chicago Tribune, witha 
circulation 114 times that of 
any other Chicago newspaper, 
out-pulls the other papers by 
at least 3 to 1 and as much as 
15 to 1. 


a 


aevitee 


